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Compelling story lines, significant themes, A-list talent. AtE Networks 
leads the way as the biggest supplier of newsmade-for-TV movies 
with our growing catalogue of acclaimed Lifetime® Original Movies. 


Starring Angela Bassett and Mary J. Blige 
The true story of two extraordinary women, Coretta Scott King (Bassett), 
wife of Martin Luther King, Jr., and Dr. Betty Shabazz (Blige), wife of Malcom X. 
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Starring Jewel | 
Four-time Grammy® Award nominee Jewel stars as the legendary country artist June Carter Cash 
in a heartfelt telling of the famous singer's life from her early beginnings in rural Virginia to her turbulent 
yet enduring marriage to perhaps one of the most influential entertainers ever, Johnny Cash. 
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and assesses the implications of their launches for different parts of the TV industry. 


46 SHOOTING STARZ 
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After the smashing success of Season 1 
S new episodes in production INTERNATIONAL 


“The most commented series premiere 


on its opening week in social media in Europe” 
SOURCE : WITSPOTTER ANALYTICS 


“The feel of Taxi, with accents of Nikita 
and a dash of Yamakasi.” 
LE MONDE 


EDITOR’S NOTE 


STEWART CLARKE 


fter a period in which Nordic Noir captured the drama zeitgeist 
is French Fiction the new programming category to capture the 
TV world’s attention? 

France has a proud history of content creation and this time last year 
we reported on a new trend among the country’s producers and broad- 
casters for English-language drama. 

The likes of Lagardére’s Atlantique Productions, which produced 
Borgia and has coproduction credits on Death in Paradise and Jo, have 
spearheaded the new trend and the series in question are all travelling 
well internationally. But could now be the time for French shows to trav- 
el in their original language? 

When Channel 4 picked up buzzy French drama series Rebound it 
was the first time the UK broadcaster had taken a non-English language 
series on over two decades. BBC Four has already built a cult following 
for super gritty cop series Spiral. Rebound, meanwhile, has sold into 
Sweden, Israel, Central and Eastern Europe and Asia. 

We speak to Rebound’s Haut & Court and the other French producers 
that make up the new wave of content creators in France. 

It’s fitting that the focus is on France as the TV community descends 
on Cannes for the 5oth anniversary of MIPTV. The organisers have made 
a concerted attempt to make the event more producer-friendly in recent 
years, eager to make it more than just a place to buy and sell shows. One 
manifestation of that is more screenings — this year including sessions 
from YouTube for the first time — and more talent in town. 


We pick out the best of the new formats and kids shows launching at 
the market in our MIP issue, and taking a close look at the new trend for 
drama on factual channels. 

Hatfields & McCoys was not, it transpires, a one-off. That show deliv- 
ered record-breaking ratings for cable net History and follow-up scripted 
series The Bible has carried on in the same vein. Nat Geo has now taken 
a page out of History’s (Holy) book and commissioned a film about the 
life of Jesus from Ridley Scott’s prodco. We talk to History’s Nancy Dubuc 
and to programming execs at Discovery and Nat Geo about the trend and 
whether is here to stay. 

Other highlights include an interview with Darren Throop, the boss of 
Entertainment One, as the company prepares to refocus on bulking up 
its TV operations having concluded a deal for film company Alliance. We 
also talk to two of execs running the next generation of indie super 
groups, Argonon and Red Arrow, and get the low-down on how they're 
growing their businesses. 

TBI will be busy in Cannes, moderating Masterclass sessions with 
Thandie Newton and BBC Worldwide among others. We'll also be put- 
ting the questions to Michael Rosenfeld of new factual super producer 
Tangled Bank and to David Zaslav, the boss of Discovery. 
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VIEWPOINT 


IS CHANNEL 4’S CONTENT STRATEGY FIT FOR PURPOSE? 


f social media was the hottest topic in TV 

in 2012, the need to understand con- 

nected audiences is already the topic that 

will dominate industry conversations in 

2013. We know that the way audiences 
consume TV content has changed radically - a 
multitude of research is emerging to tell us what 
proportion of viewers are time-shifting their 
viewing, or watching it on different devices, or 
commenting on second screens. 

The industry, facing massive disruption, 
needs new measurement tools, new ad formats 
and new ways of creating relationships with 
viewers. It needs to be able to understand audi- 
ences and connect them with the content and 
experiences they value. And in this respect, the 
UK’s Channel 4 is almost a template of how a 
commercial broadcaster can and should rein- 
vent itself. 

There were some mutterings when it 
appointed another marketer, David Abraham, 
as its chief executive, with some in the TV busi- 
ness arguing that a content person was needed. 
But the C4 board was right to the extent that 
broadcasters need leaders who are able to con- 
nect audiences with their products. And with 
its current strategies, Channel 4 — on paper, at 
least — is making impressive headway. 
strategy, first 
announced in 2011, recognises the central 


Its viewer-engagement 


importance of viewer data. Capturing the 
details of the channel's large online audience — 


more than 6 million 40D viewers have regis- 
tered online — enables the channel and its 
advertisers to better target them with the con- 
tent (and the ads) they want to see. Those regis- 
tered include one in three 16- to 34-year-olds, 
the demographic that is crucial to both C4’s 
brand profile and its advertisers. 

Building on this new level of insight, the 
channel has developed new consumer prod- 
ucts for 2013 that will further cement its place 
as the most innovative channel in the UK, 
including mobile offline viewing for 40D, 
“pause and play” across platforms (enabling 
viewers to pause a program on 40D on one 
device and resume it on another device) and 
live viewing of C4 on mobile devices. 

In parallel, it is also launching a new digital 
advertising product, Adapt, to enable advertis- 
ers to target logged-on users based on their age, 
gender and location. New ad formats are being 
developed to further boost the potential effec- 
tiveness of advertising across the channel’s 
growing digital footprint. 

So far, so on-message. The innovation that 
has been part of Channel 4’s DNA since it 
launched in 1982 is prominent once again, on 
the strategic side at least. All it needs now is an 
innovative content strategy that matches its 
commercial and marketing strategy. And that 
might be more elusive. 

It is not clear to what extent — if at all — con- 
tent is being informed by a greater understand- 


Most of the best shows currently on Channel 4 are 


very much authored pieces... Given this, it’s 


surprising to hear of the channel’s growing 


reputation among the production community for 


unhelpful interference in the creative process 


14 TBI April/May 2013 


ing of the audience. And for all the talk of a 
feedback loop for viewers, it is difficult to inter- 
pret feedback and channel it into content cre- 
ation. Although TV is at heart a collaborative 
medium, most of the best shows currently on 
Channel 4 and its youth-focused offshoot E4 — 
the likes of Black Mirror, Derek, Cardinal 
Burns and Utopia — are very much authored 
pieces, with a strong creative vision at their 
heart. Given this, it’s surprising to hear of the 
channel's growing reputation among the UK 
production community for unhelpful interfer- 
ence in the creative process. 

Channel 4 has still not found a mainstream 
hit to fill the gap left by Big Brother. Not all 
shows succeed, of course, but the way they fail 
can provide insight. Channel 4’s recent 
attempts to exploit its prime on-screen talent 
have the whiff of panic, from the overformatted 
Hotel GB to the lame dating show Baggage, 
hosted by an uncomfortable-looking Gok Wan. 
One agent subsequently coined the word 
“Gokked,” to describe a star being forced to 
appear in a cheesy show, to the possible detri- 
ment of his reputation. 

It’s not all Channel 4’s fault, however. This is 
a wider issue for the TV industry. It is undoubt- 
edly an industry in transition, one that recog- 
nises the importance of change, even if it can- 
not yet articulate or harness it. As Sky’s Stuart 
Murphy observed recently, the whole industry 
is waiting for the next breakthrough TV show 
that defines the multiscreen, connected era. 
Such a show would enable C4 to use its raft of 
new digital products and platforms to deepen 
engagement with viewers and create new 
opportunities for advertisers. The question is 
whether Channel 4 will be the natural home of 
this next defining program. Or, in an era where 
the way we watch television content is being 
revolutionised, does it need an overhaul of its 
content strategy first? TBI 
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8 - 11 April 
MIPTV 
Cannes, France 


www.miptv.com 


16 - 18 April 
Cartoon Cine 
Viborg, Denmark 


www.cartoon-media.eu 


9 - 11 May 
Busan Contents Market 
Busan, Korea 


www.ibcm.tv/eng 


14 - 17 May 
LA Screenings 
Los Angeles, US 


www.lascreenings.org 


9 - 12 June 
BANFF TV Festival 
Banff, Canada 


www.bwtvf.com 


9 - 13 June 
Monte Carlo TV Festival 
Monte Carlo, Monaco 


www.tvfestival.com 


10 — 14 June 
Shanghai TV Festival 
Shanghai, China 


www.stvf.com 


10 — 15 June 
WIFA 
Annecy, France 


www.annecy.org 
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18 - 20 June 

Licensing International Expo 
Las Vegas, US 

www.licensingexpo.com 


18 - 19 June 

Digital Home World Summit 
London, UK 
www.digitalhomeworldsummit.com 


24 - 27 June 

NATPE Budapest 
Budapest, Hungary 
www.natpebudapest.com 


25 - 27 June 
Cartoon Digital 
Munich, Germany 
www.cartoon-media.eu 


25 - 27 June 
Digital TV CEE 
Krakow, Poland 
www.digitaltvcee.com 


25 - 28 June 

Sunnyside of the Doc 
La Rochelle, France 
www.sunnysideofthedoc.com 


3-5 July 

Children’s Media Conference 
Sheffield, UK 
www.thechildrensmediaconference.com 


22 — 24 August 

Media Guardian Edinburgh 
International TV Festival 
Edinburgh, Scotland 

www.megeitfico.uk 
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8 - 12 September 
Le Rendez-Vous 
Biarritz, France 


www.tvfrance-intl.com 


17 - 20 September 
Cartoon Forum 
Toulouse, France 


www.cartoon-media.eu 


5 - 6 October 
MIP Junior 
Cannes, France 


www.mipjunior.com 


7 - 10 October 
MIPCOM 
Cannes, France 


www.mipcom.com 


18 - 20 October 
Brand Licensing Europe 
London, UK 


www.brandlicensing.eu 


6 - 8 November 
DISCOP Africa 
Johannesburgh, South Africa 


www.discop.com 


6 - 13 November 
AFVI 
Santa Monica, US 


www.americanfilmmarket.com 


19 — 21 November 
OTT TV World Summit 
London, UK 


www.ottworldsummit.com 
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Wellness Worldwide. 


The world is embracing wellness, and Veria Living Worldwide is leading 
the way. Now with over 1,400 hours of original HD/SD content 
— fitness, healthy cooking, lifestyle, and more! 


To schedule an appointment contact: aa 
RAY DONAHUE Chief Revenue Officer 
raymond.donahue@veria.com | T: +1 646 745 9024 Vo 


ANTHONY KIMBLE European Head, Programming Sales 
anthony.kimble@veria.com | T: +44 20 8901 3103 


JENNIFER LIANG Head of International TV Content Sales 
jennifer.liang@veria.com | T: +1 646 745 9044 V E R | A L | V | N G 
Or visit www.verialiving.com/programsales WORLDWIDE 


Ask about having Veria talent create customized _-Visitus atG3.07. 
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Often rights are left on the table and we want to create a 
business that can take them and exploit them all; we want all 
aoa the rights and to say to people ‘we’ve built this, use our 
infrastructure — you should consider using our consolidated 
» offer rather than going it alone’. Content creators need to think 
about all rights and how to exploit them. 
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THE TBI INTERVIEW DARREN THROOP 


Entertainment One has, in a short time, become one of the most influential content companies 
around. Having completed a deal for movie business Alliance, the Canada-based, UK-listed 
indie studio is turning its sights to TV. CEO Darren Throop tells Stewart Clarke about how 


eOne will grow its TV business. 


MAKING ENTERTAINMENT 


NUMBER ONE 


s the producer, distributor or both of shows including 

Hell on Wheels, The Walking Dead, Rookie Blue and 

kids mega-hit Peppa Pig, Entertainment One has a seat 

at the top table in the international TV world. However, 

while the TV business, under the leadership of John 
Morayniss and, on the distribution front, Peter Emerson, has grown, 
much of CEO Darren Throop’s recent focus has been on a US$230 mil- 
lion deal for film business Alliance, which made eOne the largest movie 
distributor in the UK and Canada. 

“A lot of our focus has been on Alliance — the size and scale of that deal 
compared to the scale the business meant that it took a lot of senior man- 
agement bandwidth,” Throop says. “The Alliance acquisition was big 
news and has changed the profile of the film group; now you will see us 
get active in TV again.” 

Active ‘again’ because the company’s TV division was built on a wave 
of acquisition activity in 2008. That saw it buy TV companies including 
Blueprint and Barna Alper and distributor Oasis. The plan wasn’t then to 
rein in the M&A activity. That happened because wider global events took 
over. 

“In 2007 we pushed hard on film and in 2008 on TV... then the world 
blew up,” Throop explains. “Our equity went down and we did nothing 
until 2011,” Throop says, quickly adding: “But we did register 20% organ- 
ic growth in that period.” 

With the benefit of hindsight, a pause following the spate of M&A 
activity might have stood the company in good stead. All of the consoli- 
dated production and distribution groups in the TV business are grap- 
pling with how to create a true company culture beyond that of the vari- 
ous production and distribution banners and how to ensure creativity 
flows through the group. A side effect of the hiatus in M&A has been that 
a solid, single brand and identity has emerged at eOne. 

Throop says: “In retrospect it gave us time to get our shop in order, to 
focus on the company culture and to get the senior team aligned and 
everyone knowing the strategic goals. Then in 2011 our equity recovered 
and we went back to work on acquisitions and bought [Australian film 
distributor] Hopscotch.” 

Now the Alliance deal is done and the share price has recovered — 
from its 2009 low of 12.5p a share to a recent high of £2.08 (US$3.15) — 
and eOne is a FTSE 250 company. When TBI meets Throop in a London 
hotel near its UK offices, he has just worked through a new extended 
credit deal for the company. 
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“We have a new, bigger deal with JP Morgan that runs for five years and 
we have the bandwidth and the balance sheet to do deals without raising 
equity,” he says. 

Acquisitions in the TV sphere will follow, he adds. “So many things are 
changing from a TV standpoint and in such a dramatic way. There is an 
opportunity for organic growth, but as I look across the TV sector I can 
see interesting potential acquisitions as well as partnerships and copro- 
duction opportunities.” 

The company has the opposite problem of several leading 
producer/distributors, which are strong in format sales and trying to 
build a presence in scripted TV, in that it has a developed drama business, 
but is less established in unscripted and factual. 

“We need more management bandwidth in unscripted and there’s a 
lot to do in factual and reality,” Throop says. “There are some attractive 
opportunities out there right now and we will buy a company or two to 
get a foothold. We’re looking for management, it’s not just about their 
balance sheet, it’s about how you go about buying and growing creative 
talent and there are lots of different models.” 

One is keen to tie production talent into overall or first-look deals and 
eOne recently inked a two-year overall deal with Michael Kot, its former 
senior VP, factual entertainment, who left to set up his own Canada- 
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Hell On Wheels 
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Rookie Blue 


based indie, Saloon Media, earlier this year. 

A first-look TV deal has also been inked with Jamie Campbell and Joel 
Wilson’s production entity Eleven Film, which will develop new scripted 
projects for the UK and international markets. 

The company has got to the later stages of certain deals for various TV 
companies that did not pan out. It is rumoured to have been in for Classic 
Media before DreamWorks came in and offered more than anyone else. 
Throop says that at any one point there are half'a dozen folders on poten- 
tial acquisitions or partnerships open on his desk. 

Meanwhile, like any content business, eOne welcomes the entrance of 
the new on-demand and digital players that are now vying for its content 
as well as the traditional broadcasters. 

“We are content producers and distributors and on the sales side we 
have a responsibility to sell to everyone we can whether that’s TV or 
PlayStation and Xbox or Netflix,” the eOne boss says. “The appetite 
among the likes of Netflix, Lovefilm and others has grown and they are 
now pushing for first window and exclusive deals.” 

Another possibility, given eOne has a library of over 35,000 film and TV 
titles, is some form of direct-to-consumer service. Throop says: “New plat- 
forms are emerging and we could even enter the digital space ourselves. 
In the coming years we could have our own space in a particular niche — 
we have the content and could do something in a particular genre.” 

Having film, TV and music under one roof is also something eOne will 
increasingly look to exploit, especially in an era in which talent moves 
seamlessly from one field to the next. 

My Sister’s Keeper is a good example of working across different areas 
of the group. A reality series based on the life of singer and former 
Destiny’s Child member Michelle Williams, the show will follow the lives 
of Michelle and her sisters and show the pressures on the star as she gets 
ready to release a new solo Gospel album. Williams is signed to eOne 
Music’s gospel division, Light Records. 

Exploiting off-screen rights is another key focus. There is already much 
licensing and merchandising at the kids and family division, but one of 
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A lot of our focus has been on 
Alliance — the size and scale of 
that deal compared to the 

scale the business meant that 

it took a lot of senior 
management bandwidth... 

now you will see us get active 
in TV again 
Throop’s key goals is to have that activity better permeate all of the areas 
in which the company operates — “if all you do is kids and family licens- 
ing, you will only have a kids and family licensing business” — and pro- 
vide a compelling proposition for third-party content owners. 

“Often rights are left on the table and we want to create a business that 
can take them and exploit them all; we want all the rights and to say to peo- 
ple ‘we've built this, use our infrastructure — you should consider using 
our consolidated offer rather than going it alone’. 


Content creators need to think about all rights and 
how to exploit them.” TBI 


MAKING PIGS FLY 


Alongside tough cops (Rookie Blue), drug-taking ~ y, 
amoral car salesman (Call Me Fitz) and gun sling- 

ing cowboys (Hell on Wheels), one of eOne’s most notable success- 
es is preschool series Peppa Pig. 

The Astley Baker Davis-produced show has become a huge hit, 
first in the UK and now eOne is selling it around the world. The 
landmark distribution deal was with Nickelodeon in the US where 
it airs on the Nick Jr. channel. An accompanying iPad and iPhone 
app has also rolled out in the US. 

As with all kids shows, the real money is in the licensing and 
merchandising and Throop wants the company to use Peppa as a 
platform to launch new shows and build its licensing and merchan- 
dising business. 

He says: “Peppa is now an evergreen property in the UK; there’s 
a theme park and there’s even been a special with the queen. 
Peppa gives us the ability to launch more brands and we’d like to 
use Peppa to grow the family business.” 

Peppa has been sold into Canada, South Korea and Russia in 
recent months and, buoyed by the UK and US success, eOne is set- 
ting up licensing campaigns from the get-go. In South Korea, for 
example, it has appointed Cocoban as the licensing agent for 
Peppa and a line of branded merchandise will roll out before 
Christmas. In Russia, a “mass retail rollout” is planned. 
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BURNING BUSH © 


ATHREE-PART FILM DEDICATED TO THE LEGACY OF JAN PLACH 
HBO-EU/BURNINGBUSH 


MONITOR REBROADCASTER RULING 


TVCATCHUP RULING COULD RESONATE 
THROUGHOUT EUROPE 


A court ruling stating online ‘rebroadcaster’ TVCatchup.com illegally transmitted live UK ter- 
restrial TV channels represents a “significant” moment in European broadcasting history, 


experts say. 


n early March, Europe’s highest court, 

the European Court of Justice, ruled 

UK-based TVCatchup Ltd had 

infringed ITV, Channel 4 and Channel 

5's copyright by transmitting live feeds 
of their signals over the internet without per- 
mission. 

Explaining the ruling, the ECJ said: “EU law 
seeks to establish a high level of protection for 
authors of works, allowing them to obtain an 
appropriate reward for the use of those works... 
Television broadcasters may prohibit the 
retransmission of their programmes by anoth- 
er company via the Internet.” 

Tony Ballard, a broadcast lawyer and partner 
at London law firm Harbottle & Lewis, said the 
ruling could be highly significant in the future 
of European retransmission broadcasting. 

“For years, nobody has known whether the 
unauthorised retransmission of live TV on the 
internet infringes copyright. The Court today 
has decided that it does,” he said. “Where a 
service provider goes beyond merely maintain- 
ing or improving the quality of reception of the 
original transmission and retransmits it by a 
different technical means to the general public, 
a licence from the broadcaster or other rights 
holder is required.” 

Ballard suggested the ruling was one in a 
series that are setting a new framework for 
copyright and intellectual property law. 

“The case was brought by ITV and other UK 
broadcasters against TVC, which retransmit- 
ted their broadcasts to its subscribers,” he 
noted. “But it is not an isolated case. It is one 
in an increasingly long line of decisions by 
which the Court appears to be laying the foun- 
dations for a new European legal order in copy- 
right and other forms of intellectual property.” 

ITV spearheaded the case against TVC, 
which offers live streams of UK TV channels to 
an estimated 12 million viewers. 

An ITV spokesman said: “ITV, Channel 4 
and Channel 5 welcome the judgment by the 
European Court of Justice. The judgment 
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makes it clear that, subject to some limited 
defences, broadcasters and content producers 
should be able to prevent unauthorised 
streaming of free-to-air channels. 

“We now look forward to the UK court’s 
implementation of this judgment. We reserve 
the right to pursue any site or service we 
believe to be infringing our copyright or using 
our content in an unlicensed, illegal capacity.” 

TVCatchup claimed the ruling related to a 
technicality that a “new public” could access 
the signals without the UK television licence 
that the company’s requires users to own and 
did not affect the “majority of content” on the 
site. “Barely 30% of our users view such con- 
tent, said TVCatchup’s director, Bruce Pilley. 
“This would be more than compensated for by 
the addition of those many channels that have 
asked to join us.” 

He added the service was in “advanced 
negotiations with many major content 
providers”. 

Despite the EC] ruling, the matter must 
now go to the UK High Court, where 
TVCatchup will allege that the channels are 


Sign up for FREE @ 


violating their public service remits by argu- 
ing they do not form part of the services 
TVCatchup is currently allowed to rebroad- 
cast. 

“TVC is here to stay,” said Pilley. “We are 
not thinly disguised purveyors of filth; we 
remain Europe’s first and only legal internet 
cable service and the ECJ opinion affects only 
a handful of the channels we carry.” 

Harbottle & Lewis’s Ballard said the ECJ 
ruling appears to, paradoxically, protect and 
limit content creator’s rights. “On the one 
hand, it is strengthening authors’ rights, such 
as by extending the concept of communica- 
tion to the public, which subsumes the old 
broadcasting right, to encompass the activities 
of those who, like TVC, intervene in the distri- 
bution of broadcast services,” he said. “On the 
other, it is limiting those rights in pursuit of 
single market principles by outlawing exclu- 
sive national licensing, extending the princi- 
ple of exhaustion of rights to downloads, lim- 
iting the amount that copyright proprietors 
may charge as royalties and balancing owners’ 
rights against those of users.” TBI 
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MONITOR ORANGE IS THE NEW BLACK 


ORANGE IS THE NEW BLACK THIS TV SEASON 


Netflix’s original content strategy continues apace with the streaming service looking to build 
on the critical success of House of Cards. TBI gets the lowdown on its latest show, prison come- 
dy drama Orange is the New Black. 


etflix is going big on original 
programming. Having started 
off with Lilyhammer, it 
stepped things up a gear with 
David Fincher and Kevin 
Spacey’s political drama House of Cards. It has a 
new series of Arrested Development on the way 
and, for the summer, a prison drama from the 
creator of Weeds and produced by Lionsgate TV. 

Lionsgate has already worked with Netflix 
as a provider of content via a deal between 
Netflix and Epix, the cable programmer in 
which Lionsgate is a partner (although this 
deal has now moved from exclusive to non- 
exclusive). 

Making a series for Netflix stemmed from 
that relationship, Lionsgate Television’s man- 
aging director Peter Iacono says. 

“Netflix has become a really important part- 
ner for us, especially because Lionsgate is a 
lead partner in the Epix/Netflix content deal. It 
has been a long and mutually beneficial rela- 
tionship,” he says. “This was a confluence of 
events. If you put all the chemicals together in 
the beaker something has to happen.” 

The chemical reaction in question has pro- 
duced a thirteen-part drama. Based on the 
best-selling memoir by Piper Kerman, 
Orange is the New Black is produced by Jenji 
Kohan, best known as the creator of subur- 
ban mom turned pot dealer drama Weeds, 
another Lionsgate produced and distributed 
show. The one-hour drama is in production 
and will go out on Netflix this summer. 

In the series, Taylor Schilling (Mercy) plays 
Piper Chapman, a career woman with a 
fiancé and family whose past comes back to 
haunt her when she is convicted for deliver- 
ing a suitcase of drug money ten years before. 

She is sentenced to fifteen months at an 
infamous federal woman’s prison in 
Connecticut. 

The drama follows her while imprisoned 
and also stars Laura Prepon (That ‘7os 
Show), Jason Biggs (American Pie) and Pablo 
Schreiber (The Wire). 
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THE SHOW: Orange is the New Black . 
THE PRODUCER: Lionsgate Television 
THE DISTRIBUTOR: Lionsgate Television 
THE BROADCASTER: Netflix 
CONCEPT: Comedy drama about a career woman incarcerated for a crime 
she committed ten years earlier, based on the Piper Kerman memoir 
Orange Is the New Black: My Year in a Women’s Prison and produced by 


& 


Weeds’ Jenji Kohan 


Currently in production, Lionsgate will be 
previewing the show to buyers at MIPTV and 
has some early promotional materials. “We 
did a little interview with Jenji and the 
woman it was based on and we have got a 
short trailer of some episodes,” Iacono 
explains. “The whole show will be at the LA 
Screenings.” 

As with its other series, Netflix will make 
the whole season available at one time and 
that presents a new challenge for a distributor. 

“We’re customising our approach to fit 
brand new consumption patterns since 
Netflix subscribers can either stream the show 
episode by episode or watch the full season in 
one sitting,” says Jim Packer, president, world- 
wide TV and digital distribution at Lionsgate. 
“Our marketing strategies certainly won’t be 
built around a cliffhanger season finale.” 

Iacono likens the delivery process to that of 
a movie, where everything arrives at once 
instead of post production work on later 
installments being done as earlier ones 


arrive, as with normal TV series production. 

Lionsgate is keen to build upon its relation- 
ship with Netflix, he adds: “We’re looking to 
extend the relationship,” he says. “The plat- 
form really does reflect so much about how 
people watch shows now.” 

The advent of streaming services also 
means more places to shop ideas. As well as 
Netflix, Lionsgate has deals with Amazon and 
others. But cable TV also remains a strong 
place to shop ideas with the basic cable nets 
looking for unscripted ideas and their premi- 
um counterparts for channel-defining shows. 

“It’s a good time to be a producer,” Iacono 
states. “The full gamut of networks are com- 
missioning programmes from us, across 
basic cable networks and premium channels 
like HBO. There are so many different types 
of networks around these days so you can cre- 
ate even more types of shows for them and be 
even more creative. We look at shows we 
want to develop and then work out where it 


should go.” TBI 
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Chris Philip combined his producer and distributor Engine with Nick Meyer and Mz 
erg’s film puittvons sierra/Affinity last September, all concerned only had a few weeks 
to get ready for the biggest market of the year, MIPCOM. It sails into MIPTV witha fullexslate. 


ast forward a few months from the 

formation of Sierra/Engine to 

MIPTV and the producer and distrib- 

utor is hitting its stride. It will have 

new projects including a drama-real- 
ity series from Capote’s Michael Ohoven, a US cable 
reboot of Zorro and a pair of early stage projects 
from Dexter writer Jim Manos. It will also be shop- 
ping Crossbones, the straight-to-series pirate show 
for NBC that has just brought on John Malkovich, in 
his first-ever TV role, to play Blackbeard. 

Sierra/Engine is teaming with Oscar-nomi- 
nated movie producer Ohoven for Siberia, a 
fourteen-part drama series with a reality TV 
edge. It will see Sierra/Engine work with 
Infinity, Ohoven’s film and TV production busi- 
ness. 

Philip explains that Siberia has been put 
together using film finance funding mecha- 
nisms. “We have been using a straight-to-series 
model with [Crossbones producer] Georgeville 
Television’s shows, a syndication and barter 
model as we did with Rescue 3 and now anoth- 
er one using an indie feature film model,” he 
explains. “People in that world are looking at 
other areas and TV is an obvious place to go.” 

What that means is a fully funded series, 
without a broadcaster, that will be produced and 
then sold. 
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Set in the mythical Siberian territory of 
Tunguska, which was struck by a meteor in 
1908, the series follows a group of contestants 
on a reality show gone wrong. Philips says it is 
‘The Hunger Games meets Survivor meets The 
Blair Witch Project.” 

Another scripted project on the Sierra/Engine 
slate is Z, a reboot of the classic Zorro story, from 
Marc Rosen’s Georgeville TV that is being pilot- 
ed for USA Network. TBI was the first to report 
on the cable series at MIPTV and, if ordered to 
series, it is likely to be delivered to the cable net 
early next year. 

At a much earlier stage are two projects from 
Dexter creator Jim Manos, which Sierra/Engine 
is pitching as straight-to-series projects. 

Manos has finished the scripts, one of which 
is an ensemble piece about a group of young, 
undercover cops and another that Philip 
describes as Thelma and Louise meets Dirty 
Rotten Scoundrels. Both are original ideas from 
Manos. 

Sierra/Engine is also trying to repeat a trick 
Ben Silverman pulled off before when he 
brought telenovelas to US TV, but this time 
bringing South Korean drama to the West. 

It has taken the rights to Cruel Tempiation, 
the story of a woman who fakes her own death 
before going on to seek revenge on her cheating 


husband and _ best 
International. 


friend, from SBS 


It will team with former Sony senior VP 
Brendan Fitzgerald’s company, Pomodoro 
Stories, on the development of the Spanish-lan- 
guage format for the US Hispanic and Latin 
American markets and will also look at develop- 
ing an English-language version with Philip cur- 
rently scouting for a writer. 

It also has Peruvian novella My Trouble with 
Women, which Ben Silverman was setting up at 
NBC with Justin Timberlake when he was run- 
ning programming, before it fell away after his 
departure. 

“I took the project back and am resurrecting 
it,” Philip says. “Argentinian and Israeli versions 
are being made and it’s being optioned else- 
where.” 

But the company’s big launch for MIPTV will 
be Crossbones (pictured). The producers scored 
a major coup getting Hollywood star Malkovich 
to star as Blackbeard in the straight-to-series 
project for US broadcast network NBC. 

The pirate show is on-trend, with several 
other swashbucklers in the offing for US TV and 
Sierra/Engine will be preselling it at MIPTV. It 
says it has already presold in the Benelux, 
Central and Eastern Europe, Portugual, Israel, 
Turkey and South Africa. TBI 
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MONITOR DIRECTV 


DIRECT TV GOES ROGUE 


Thandie Newton and the creatives and executive behind new cop series Rogue will be in 
Cannes to talk about their new show. Ahead of their appearance at MIPTV, TBI got the low down 


on the new series. 


en-part drama Rogue is the latest 

in a series of high-end US cop 

series. In the show, Thandie 

Newton (Crash, 

Impossible II) plays Grace, a cop 

embroiled in a relationship with a crime boss 

and who is tortured by the possibility that her 
actions contributed to the death of her son. 

The show is being made by Greenroom 


Mission: 


Entertainment, Entertainment One and 
Momentum Entertainment Group for US pay 
TV operator DirecTV’s Audience Network (fka 
tor Network). 

It marks the next stage of DirecIV’s pro- 
gramming strategy for Audience Network. 
Having revived NFL drama Friday Night 
Lights and Glenn Close legal drama Damages, 
this is its first wholly original project. 

Patty Ishimoto, vice president, entertain- 
ment and GM, Audience Network and n3D 
says: “Friday Night Lights and Damages did 
well for us and we garnered a lot of learning in 
terms of viewership and customer response. 


THE SHOW: Rogue 
THE PRODUCER: Entertainment One, Greenroom Entertainment 

THE DISTRIBUTOR: Entertainment One 

THE BROADCASTER: Audience Network US 

CONCEPT: DirecTV's first original drama, starring Thandie Newton as a 
female undercover cop wrapped up in a relationship with a crime boss and 
trying to find out who is responsible for the shooting of her young son 
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Our customers are sophisticated and are hun- 
gry for scripted series and serialised stories and 
characters.” 

However, it decided to get out of the saving 
shows business and to try its hand at originals. 

“We wanted something truly original that 
we could incubate and grow,” says Ishimoto. 
“We saw that as a natural progression from 
what we had been doing.” 

As a pay TV operator, DirecTV carries HBO, 
Showtime and others and, ever mindful of not 
treading on their toes, is not about to start 
churning out a large number of originals for its 
channels. 

Rogue is about providing exclusive content 
for DirecTV customers and giving them some- 
thing Comcast and the competition isn’t with a 
view to preventing churn. 

Greenroom’s Nick Hamm, a former Royal 
Shakespeare Society director and producer and 
director of Killing Bono, will direct. 

As well as Newton, the show stars Marton 
Csokas (The Bourne Supremecy) and Ian 


Hart (Luck), Claudia Ferri (The Killing), Joshua 
Sasse (The Big I Am) and Jonathan Holmes 
(Nightwatching). 

It will be distributed by eOne, which will be 
launching internationally at MIPTV. 

John Morayniss, CEO of eOne Television, 
says that the return of serialised drama with 
complex stories and characters is helping draw 
top talent to TV. The growth of on-demand and 
catch-up services means the channels have a 
greater degree of comfort with serialised sto- 
ries, he adds, as the prospect of missing an 
episode becomes remote. 

Rogue was initially developed as a three- 
parter for UK broadcasters, before ultimately 
landing at DirecTV in the US. 

The show focuses on three families: a crime 
family, the police family and Grace’s family. 
There is a whodunit component and the pro- 
ducers say that element is resolved by the end 
of the first season. Set in Oakland, the series 
was shot in Vancouver. 

Taking Rogue to the US worked in its favour 
creatively, says its writer and creator Matthew 
Parkhill (The Caller). 

“I lied when I said it could be done as a 
three-parter, I had a lot more story I wanted to 
tell,” he says. “There was a bigger show to be 
made and we wanted to explore modern 
American crime and, visually, to give it a filmic 
feel.” 

The view of criminality in the US is, the pro- 
ducers say, not the one usually portrayed and 
not the “gangsters in tracksuits eating meat- 
balls” seen many times before. 

The high body count clears the way for new 
characters to be introduced and Parkhill says 
he has already sketched out subsequent sea- 
sons should they get greenlit. 

The show will debut on Audience Network 
on Wednesday April 3 — Wednesday is 
DirecTV's traditional drama slot —- and be 
repeated on Sundays thereafter. 

The Canada-UK coproduction will also air 
on The Movie Network and Movie Central in 
Canada. TBI 
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Multichannel group UKTV will start to distribute some of its original shows directly and will be 
speaking to potential partners at MIPTV, its head of programme distribution/strategy, tells TBI. 


he next step in the development of UKTV’s international strategy 

will see the multichannel group start to sell selected original series 

directly, bypassing the third-party distributor route it has tradition- 

ally taken. The move is being made possible because of the vol- 

ume of content the channels group is commissioning and the 
way it is approaching those commissions, explains head of programme distri- 
bution/strategy Jonathan Newman. 

“We have a really deep development slate and more and more we are 
thinking about what will work internationally as well as domestically and 
that’s a way of putting money back into the business,” Newman says. 

In practice that mindset has seen the latest season of Good Food reali- 
ty series Choccywoccydoodah from UK indie Twofour being given an 
international overhaul. Choccywoccydoodah Starstruck has been extend- 
ed to an hour-long show and will take in locations around the world 
including New York, LA and the South of France and feature internation- 
al celebrities including Whoopi Goldberg and Ivana Trump. 

Another new show with an international flavour is Good Food’s James 
Martin’s United Cakes of America from Outline Productions, in which 
the chef travels the East Coast of the US sampling classic desserts. 

The Incredible Mr. Goodwin (pictured), meanwhile, is a series follow- 
ing the escapologist’s escapades and the Watch channel’s attempt to build 
on the success of Dynamo: Magician Impossible. The latter show was dis- 
tributed by Passion and sold into almost 200 territories. 

These will all be being sold at MIPTV, but all by third-party distributors: 
DRG shops Choccywoccydoodah Starstruck, Endemol James Martin’s 
United Cakes of America and BBC Worldwide The Incredible Mr. 
Goodwin. Worldwide is, along with Scripps Network Interactive, a 50% 
partner in UKTV and used to distribute all of its shows under an output 
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deal. At MIP it will also be selling the Gold channel's reboot of classic 
comedy series, the BBC-produced Yes, Prime Minister and the Eden 
channel's Humble Be Films-produced natural history series David 
Attenborough’s Natural Curiosities. 

Post-Worldwide output deal, UKTV has worked with a range of other 
distributors on a title-by-title basis including, Off The Fence, which 
recently picked up a package of 19 one-off docs from the Yesterday chan- 
nel including Colditz — The Legend. It has also worked with All3Media 
and Electric Sky as it recruited partners for its originals. 

It will continue to work with third parties, but will also now start look- 
ing at dealing direct with broadcasters interested in presales or acquisi- 
tions of its slate of upcoming originals. 

“We have the appetite to do deals directly with broadcasters,” Newman 
says. “We have content that appeals across international divides. We want 
to forge a direct relationship with broadcasters for presales and more 
straightforward sales.” 

Newman, who has been in his current role for a year, will be talking to 
potential partners at MIPTV about deals they can do directly. “MIP will be 
one of the first times that we will be doing that and we see the market as 
a vehicle to kick start [direct sales]. We'll talk about stuff in early develop- 
ment and some archive titles that we haven’t yet exploited internationally. 
We want a general conversation and to build some foundations.” 

UKTYV says its investment in originals runs to ‘double-digit’ millions of 
pounds a year and making the most out of the international potential of 
these shows is the reason for opening a new sales front. 

“We want to open it up and drive a third revenue stream,” Newman 
says. “The first is advertising, the second is carriage deals and the third 
direct and indirect sales.” 
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Beat Girl is a multiplatform series that started out on Pinterest, became an e-book, then a web 
series and is now launching on Hulu and as a movie. Ben Silverman’s Electus, meanwhile, has 
taken US remake rights. Nuno Bernardo, founder of transmedia production company beActive 
tells TBI about developing a movie the transmedia way. 


ulitplatform producer beActive had been looking at 

stories and ideas set in the world of dance music and 

felt, in 2010, that the time was right as the scene 

went from underground to mainstream powered by 

the global success of superstar DJs and producers 
such as David Guetta and Tiesto. 

Having developed a few minutes of video around its idea of a female 
DJ in the dance music world, beActive was convinced there was the 
appetite to take it to the next stage. This didn’t involve taking the tradition- 
al route of pitching broadcasters and potential copro and funding part- 
ners, but involved embracing social media and pin-board photo-sharing 
site Pinterest. 

“The first thing we did was Pinterest,” says beActive founder Nuno 
Bernardo. “It attracts a lot of women users and that was an audience we 
wanted to reach. Our story was very visual and the Pinterest platform is 
all about images.” 

The production company duly set about creating a ‘fotonovela’, a comic 
book style set of pictures that relayed the story of Louise Dylan, the aspir- 
ing DJ and Beat Girl of the title. That attracted sufficient interest to justi- 
fy publishing an e-book. 

“We used online and social media to feed content to our target audi- 
ence and get feedback and see if it resonates. If it does, we make it bigger 
and bigger and if not it dies. But if it does work, we know it already has 
an audience.” 

The story was read 700,000 times, which convinced beActive to make 
two separate web series. The first 12x3mins show set the back story of the 
female lead and introduced a cast of secondary characters, effectively 
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forming a prequel to the movie that was subsequently greenlit. A second 
web series, of the same length and duration, has launched. The web com- 
ponents launched on beActive’s YouTube channel, but are now extra 
deliverables as the project is being sold to broadcasters and platforms. 

At this point, the development of Beat Girl took an uncharacteristically 
traditional turn with beActive going out and using tax credits and film 
finance mechanisms to raise the budget for the feature film that followed. 
The movie will have a limited theatrical release in the UK, Portugal and 
Ireland in early May and launch day and date on iTunes and various on- 
demand services including FilmFlex in the UK, meaning it will be on the 
on-demand service of UK cabler Virgin. 

Content Television is selling the project internationally and has already 
sealed a license deal with Hulu in the US, which will debut it within 
weeks of the movie launch. It will launch it internationally at MIPTV and 
Content will offer it in three formats: a 1x93mins movie, a 5x22mins TV 
series; and a 20x5mins shortform series. 

The prospect ofa US deal also looms after Ben Silverman’s Electus took 
US rights. A US commission would vindicate beActive’s ground-up, 
transmedia approach to developing projects and help set a new template 
for developing scripted series, delivering content with an in-built fan-base, 
rather than hoping something resonates once it has launched. 

Bernardo concludes that it is a more transparent approach to creating 
programmes. 

He says: “As story tellers and content creators we think can think of 
ourselves as gods and this is more honest way to create a project. It can 
also be crueller if the audience doesn't like it, but we'd rather go to the 
audience than sit in a room for years developing something.” 
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COUNTRY PROFILE FRANCE 


With shortform content, event TV and international copros, a new wave of French producers are 
keeping TV as a core business but experimenting with digital and new collaborative models, 


reports Pascale Paoli-Lebailly 


ast year, the French TV market 

found a new Eldorado. Besides 

scripted reality concepts, which 

flourished on both private and pub- 

lic TV networks, the biggest trend 
in the Gallic market was the blooming of access 
and primetime shortform comedies. 

Easy to schedule and less expensive, than 
longform, shortform comedy formats could 
even be classified a French speciality. All broad- 
casters, including those in the DIT space, 
found ways to increase audiences numbers with 
these shows, which followed Canal+’s Brefand 
MG’s Scénes de Ménages. Adapted by Kabo 
from Escenas de Matrimonio, the series cele- 
brated its 2,o0oth episode last March and 
boasts daily audiences of 4.7 million viewers at 
8:10pm, with peaks of 6.9 million. 

Broadcast at 7:45pm, competitor comedy 
Dear Neighbours on TF1, from Aubes/Ango 
Productions and Lagardere, garners 5.2 million 
viewers on average with a peak number of 9.1 
million. 

In the cable and satellite world, AB1 picked up 
season two of shortform web series Plan Biz. 
About a pair of young entrepreneurs, it is made 
by Eric Morillot Productions, a company that 
now produces for the web in the first instance. 

Whether web or TV-oriented, shortform com- 
edy was one category of programming that 
helped a new wave of indie producer to emerge. 

Arte France’s 40x3mins animated shortform 
series, about a prehistoric family, Silex and the 
City, was based on comic strip by Jul. It was pro- 
duced by Haut & Court TV, the two-year old sub- 
sidiary of movie producer Haut et Court, which 
is diversifying into series. 

“Coming from feature film production and 
switching to TV was somewhat natural for us,” 
explains producer Caroline Benjo. “It is just 
another way to tell the stories that matter to us, 
we wanted to pitch TV concepts that appealed to 
us before meeting any broadcaster’s editorial 
line. We had a moment in which we immediate- 
ly fell in love with Jul and shortform was the best 
format to bring his world to TV.” 

Produced with animation studio Je Suis 
Bien Content, season two of the series is in 
production. 

Short formats are not the only route to mar- 


ket for France’s new producers. Haut et Court, 
for example, does not expect animation to 
become a core business. High-budget drama is 
what the company wants now to focus on and 
recent international recognition has come with 
8x52mins supernatural thriller They Came 
Back (Les Revenants). Originally developed as a 
feature film, the €11.4 million series, which tells 
the story of a group of dead men and women 
returning home, was broadcast by premium 
pay TV broadcaster Canal+ last autumn, win- 
ning 1.4 million viewers. It is distributed by 
Zodiak Rights, which has sold it to Channel 4 in 
the UK, SVT in Sweden, Hot in Israel and 
Viasat in Hungary among others. 

FremantleMedia has acquired rights to adapt 
it for the English language with Shameless cre- 
ator Paul Abbott’s production firm AbbottVision 
producing. 

“Our goal is to have cinema and TV talent 
together to work with each other, to have 
upcoming authors emerge on series, political 
dramas or edgy things that appear as prototypes, 
“ Benjo says. “We definitely take time to develop 
concepts. The story is our obsession.” 

Haut & Court TV is currently developing its 
first international series for Canal+, the 
6x52mins Pink Panthers, a €15 million copro- 
duction with Warp Films & TV and Sky Atlantic 
in the UK. Written by author Jack Thorne and 
French crime journalist Jéréme Pierrat, the 
thriller centres on a Balkan crime gang. 
Shooting will start in 2014. 

Eventful or provocative TV is also what 
Patricia Boutinard Rouelle says she believes in. 
The head 
Télévisions for over 16 years, she founded pro- 
duction comapny Nilaya in 2011. 


of documentaries at France 


Knowing the broadcasting system well, she 
recognises indie producers must “adapt daily to 
find talent, good stories... and money” as the 
market is facing a transition to new and busi- 
ness models. 

Involved in history, political and social docu- 
mentary, such as two-part project Algerian War 
for France 3 and France 2’s Coca-Cola, The 
Secret Formula, Nilaya is now moving into 
docu-drama. 

It is a genre with which Boutinard Rouelle is 
familiar: in 2003 she greenlit A Species Odyssey 
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when working at France 3. 

She’s now developing international two-part 
docu-drama First Man for M6, about the origins 
of man. A coproduction with Canada’s Idéacom 
International, the project will use CGI elements 
to relay the story. 

“I’m starting a R&D process to get accus- 
tomed to new media and digital writing tech- 
niques, as the project will be multiplatform and 
digital,” Boutinard Rouelle says. 

Another relative newcomer on the French TV 
scene, Newen, allocates about 3% of its turnover 
to R&D. Founded three years ago, the group was 
one of the first of the new wave of producers. It 
combines well-known prodcos and new labels 
and produced a cumulative 911 hours in 2012. It 
is behind France 3’s serial Plus Belle la vie and 
Emmy award winning police series Braquo, 
which is on Canal+ and whose US remake is 
handled by Asylum Entertainment. 

“Newen is a kind of laboratory for French cre- 
ation,” CEO Fabrice Larue says. “With a focus to 


Indie producers 
must adapt 
daily to find 
talent, good 
stories... and 
money 


Mi 
PATRICIA BOUTINARD 


ROUELLE, NILAYA 


export our original formats internationally.” 

Topped by Alexandra Crucq, the R&D divi- 
sion has licensed dating format Can You feel 
Love to Novy Kanal in Ukraine, and daily 
gameshow Harry, a copro with Big Nose, to 
France 3. 

Previously sold to ATV Turkey, the Harry for- 
mat has been optioned by Endemol in Italy and 
in the US. Can You feel Love has been picked 
up in Canada, the US and UK. 

Three indies are part of the Newen Network, 
Telfrance, CapaTV and Be Aware, and they in 
turn comprise several other indie banners. They 
coordinate a format exchange club of Euro prod- 
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cos designed to facilitate the circulation of for- 
mats and ideas. 

Newen Network is now looking for new part- 
ners from Israel and the UK and opening up to 
drama formats and international drama 
copros. The first scripted project is a German- 
French adaptation of Israeli series The Agency 
about the Mossad intelligence agency. 

Picking up formats is less easy for Jean- 
Baptiste Jouy, the former France 2 head of pro- 
grammes and Banijay execuitve, who reactivat- 
ed his indie company, Step by Step, in mid- 
2010 with a focus on cultural and music pro- 
gramming. 

With Presto Media, it co-created two seasons 
of France 2’s music format La Grande Battle, a 
contest based on classical music, which it 
hopes will appeal to TV markets in Spain, the 


Silex And The City 


UK, Japan or Belgium. Banijay International 
and Matthieu Porte’s Can't Stop Media are 
sharing international distribution duties. 

Season two of the show added in live second 
screen developments. “I like mixing genres and 
talent to offer new kinds of shows combining 
entertainment for large audiences with cultural 
material such as classical music,” Jouy com- 
ments. Using this approach, the producer is 
currently developing the French version of 
Flemish cultural quiz The Smartest Person in 
The World. 

Balancing activity between TV and digital, all 
of the new wave of producers are making forays 
onto the web and mobile and testing digital 
experiences. 

Telfrance Série is developing a €1 million, 
8x52mins participative transmedia concept for 


THE NEW WAVE AND YOUTUBE 


Last November, Black Dynamite and The Social Company launched comedy channel Studio 
Bagel and it became You Tube’s most screened channel across Europe. 

Created in 2012, Black Dynamite, which makes TV magazine shows and drama, is run by 
former TF1 executives Eric Hannezo and Guillaume Lacroix. 

The Social Company is owned by new media producer Lorenzo Benedetti. 


Offering sketches and parodies, Studio Bagel has attracted 238,000 subscribers and gen- 
erated 18 million views across its 34 videos, two-to-three of which are uploaded each week. 
And it is set to launch a new network focused on video games. 

“Digital production is not a business yet and traditional media remains our core target,” 
Lorenzo Benedetti admits. “But we’re working on developing audiences and our content is 
self-financed. At least, we don’t lose money.” 
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France 5 called Anarchy and Newen’s new 
label, Taranja, has delivered 1ox6mins web 
series The Operators to DTT net France 4. 

The French TV market is more and more 
mixing broadcast, technical, writing and pro- 
duction talent, giving producers the possibility 
to address various TV channels and digital plat- 
forms. Integrating social TV and internet ele- 
ments into programmes, David Bensoussan 
works on both sides. 

Through Goldenia, which he set up in 2009, 
the former entertainment producer at R&G 
produces shortform shows on economics for 
Yahoo! Finance, and develops the TV version of 
mathematical web collection Petits contes 
mathématiques. 

Shown on Cité des Sciences’ web TV and 
FTV’s Curiosphére, the former educational 
online channel that is now part of francetvedu- 
cation. fr, the videos will be adapted into a short- 
form childrens series called Un Monde sans... 
for France 5. 

The project is a coproduction with Canada’s 
Sardine Productions, and will explain basic 
mathematical notions. 

“The web is an experimental platform and a 
launch pad to television,” Bensoussan notes. 

The internet is also a way to make pro- 
grammes live beyond their first TV run. That’s 
why factual indies What’s Up Films, Bellota 
Films and graphic studio Cellules just founded 
joint production label Red Corner. 

Matthieu Belghiti, Jean-Xavier de Lestrade, 
Pierre Carrique are behind What’s Up Films, 
the producer of Staircase and Staircase, The 
Last Chance for Canal+, about Michael 
Peterson, the novelist convicted of killing his 
wife. 

The new label is also working in the realms 
of digital content with the provisionally titled 
D/Doc, an online marketing app, which aims 
to promote doc productions through web por- 
tals and social networks. It will also provide 
viewers with information about the films. Soon 
available to third-party professionals, D/Doc 
will be fully tested with What’s Up’s upcoming 
one-hour doc for Arte Mr and Mrs Zhang, 
about migrants going back to China. 

“Digital audiences are fragmented and our 
productions must be ingeniously highlighted 
on all emerging platforms,” Matthieu Belghitti 
says. Embodying the spirit of the new wave of 
French producers, he concludes: “We need to 
integrate new tools now and it’s important for 
indies not to work alone.” TBI 
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The Village 
With a fantastic cast including John Simm (Life on Mars), Maxine Peake 

(Red Riding) and Juliette Stevenson (The Hour), this drama tells the epic and 
emotional story of the life and times of one rural village. One man, Bert Middleton, 
recounts the story of his life growing up here, complete with first-loves, wartime 
deserters and a changing world. 


Completed 


Supermarket Superstar 

Walk through a supermarket and stacked between the big brands and corporations 
you'll see the efforts of the lone chef and their home kitchen — cakes and sauces 
from humble beginnings that have made their way in to our shopping baskets. 
Now, budding chefs have the chance to take their home-spun recipes to a panel of 
experts who will decide whether they deserve a space on the aisles. 


Completed and Format 


Foyle’s War 

Having worked throughout the Second World War, investigating intrigue and murder 
during a very turbulent time, Foyle now finds himself up against a far more covert 
enemy, as he delves in to the Iron Curtain of Cold War Britain, negotiating the 
balance of power at MI5. 


Completed 
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ALL83MEDIA International: All For Independents 
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‘As a glamorous global company, ¥ 
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The Inside Job (w/t) 


Candidates are selected to undergo a rigorous interview and assessment process 
across a variety of assignments. However, they’d better watch what they say to each 
other as, little do these applicants know, one of them is a company informer planted 
to carry out the ultimate performance assessment. 


Completed and Format 


16 Kids and Counting 
Revisit the families that just don’t stop growing. What is it like raising a large family 
with as many as 16 children? How do you afford it? How can you nurture so many 


offspring? How do you get them all to school on time? The fights, the rewards, the 
love and the frustration that go hand in hand with raising such a burgeoning brood! 


Completed 


A nation’s public gardens can tell us a great deal about its people. Renowned 
horticulturalist, Monty Don, visits the gardens of France — at once lavish and 
overblown, yet refined and formal, and always quintessentially French. Relating 
these beautiful spaces to the French attitudes to life, heritage, art and landscape, 
Monty takes us on an insightful walk through France’s secret gardens. 


CONCEPTS 


Completed 
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The advent of OTT services has shaken up the TV world, simultaneously presenting a ‘cord- 
cutting’ threat to existing pay TV operators and new potential customer for content compa- 
nies. The pace of change is staggering with new services springing up every month. TBI takes 
a look at the recent entrants and assesses the implications of their launches for different parts 


of the TV industry. 


etflix is already so ensconced in 

the collective consciousness of 

the TV industry that it is easy to 

overlook the fact that it only 

launched its first service in 
Europe late last year. It only spread beyond its 
domestic US market in 2010, branching into 
Canada, before then moving into Latin America 
the following year. 

However, the fact it has signed up major con- 
tent partners, some in exclusive windows, and is 
spending hundreds of millions on original 
series has generated the US-listed service press 
coverage and attention way beyond that a regu- 
lar pay TV service of its size could command. 
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Netflix and Amazon, with its Prime Instant 
Video and Lovefilm services, already look like 
well-established players in the new world of on- 
demand TV. With new release strategies for pro- 
grammes and short subscription deals, much of 
the focus has been on how these players will 
take business from their regular pay TV coun- 
terparts. But while the industry debates the 
impact of cord cutting, a raft of new players are 
trying to get in on the action and rolling out 
OTT and on-demand services that provide com- 
petition for the pay TV old guard and Netflix and 
Lovefilm alike. 

Germany is the largest TV market in Europe 
and Lovefilm has operated there since 2008. 


It has steadily built its content offering in 
Germany and in February licensed a raft of new 
crime, documentary and children’s program- 
ming from distributor ZDF Enterprises, the 
commercial arm of the German public broad- 
caster, for its on-demand service. The crime 
series include Arne Dahl, Verdict Revised and 
Commissario Montalbano, while new high-end 
doc content included Die Deutschen, Der 
Heilige Kriegand Universum der Ozeane. Kids’ 
shows, included Dance Academy, Der Kleine 
Nick and Lauras Stern. 

Lovefilm has also closed recent deals in 
Germany with Disney, Warner Bros, MGM, the 
BBC and Studio Canal. 
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It has, however, has faced competition for 
content and customers from a well-backed new- 
comer since January in the shape of Watchever, 
from France-based entertainment conglomer- 
ate Vivendi. 

The subscription TV series and movie-based 
service is priced at €8.99 a month. A free 30-day 
trial is in place and paying customers can termi- 
nate subscriptions on a month-to-month basis. 

Watchever said that it has inked deals with 
“almost” all of the US studios as well as local 
German producers and distributors. Content 
providers include HBO and Lionsgate mean 
series including Game of Thrones and Mad 
Men are available on the service. 

Apple has added Watchever to its Apple TV 
service, giving it an edge over Lovefilm, which is 
not on Apple TV. The Apple deal marked the 
first time HBO series were made directly avail- 
able on Apple TV rather than through iTunes. 

Hollywood TV series and films can be 
watched in English or with a German dub on 
Watchever and customers can also activate a 
Facebook app that allows them to log in with 
their Facebook account to get movies and 


series.Watchever claims this and other social 
media functions as well as a services such as a 
‘travel mode’ that allows users to access content 
offline give it a USP. 

“We're not looking to steal or buy market 
share from existing players, we see there are 
gaps that can be filled by players like ourselves 
and others,” says Watchever Group’s chief con- 
tent officer Anne-Carole Nourisson says. It is 
not buying first-window content she added. 

Netflix got close to launching in Spain, but 
pulled back while it got its domestic business 
back on track during a turbulent period. It sub- 
sequently chose to launch elsewhere. Now a 
Spain-based streaming service dubbed the 
‘Spanish Netflix’ is set to provide competition to 
OTT players throughout Europe. 

Wuaki.TV plans to launch across all major 
European territories, according to founder and 
CEO Jacinto Roca, the company’s founder and 
CEO. The platform, which is owned by deep- 
pocketed Japanese e-commerce giant Rakuten, 
is already in talks with content providers ahead 
of rolling out in new territories. 

In response to a question from TBI about its 
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international ambitions, he said: “Rakuten aims 
to be one of the top internet companies in the 
world and as part of that vision [Wuaki.TV] will 
have a presence in the key European countries.” 

He did not specify where the service, which 
offers subscription and transaction-based servic- 
es, would roll out first, but said it will be in the 
main European markets within the next three to 
four years. 

“We haven't decided exactly when and where 
yet, but we are in conversations with the studios 
in key markets,” he noted 

Rakuten has been aggressively acquiring and 
investing in media and entertainment compa- 
nies. The e-commerce giant has recently 
acquired e-retailers Play.com in the UK, 
Priceminister in France and Ikeda in Brazil, as 
well as the Kobo e-book business. It has also 
invested US$100 million in photo-sharing web- 
site Pinterest. 

“Rakuten is on the offensive,” Roca said. 
“Wuaki.TV is the video component of what they 
are building outside Japan. We will target 


Play.com users in the UK and do the same with 
Kobo users. In both cases members will be able 
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to use their existing username and password for 
Wuaki TV.” 

Spain, Wuaki.TV’s domestic market, has one 
of the highest levels of illegal downloading of 
content anywhere and Roca said that the service 
he runs aims to “make content appealing for 
people who don’t consume content in the nor- 
mal way”. 

He added: “We’re focused on premium con- 
tent, but for people that don’t want to pay a high 
subscription, have a price-sensitive approach 
and are maybe not interested in sport.” 

Rakuten acquired Wuaki.TV last year at 
which time Roca said the deal would clear the 
way for the service to expand in Spain, it has 
content deals in place with partners including 
Disney, Fox, NBC Universal, Warner Bros. 


INDUSTRY REACTION 


Meanwhile, amid the flurry of launches, some 
contend that the threat of cord-cutting — pay TV 
customers churning for OTT services — has 
been overstated, in the short term at least. 
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Following its sponsorship of a debate between 
Columbia Business School and the Virginia 
Commonwealth University Brandcenter on the 
question of whether advertisers and the media 
industry should worry about cord-cutting, PwC 
came down on the side of the Virginia 
Commonwealth team’s contention that tradi- 
tional TV viewing was still popular and would 


be boosted by TV Everywhere services as well as 


the continued support of advertisers. 

PwC said: “Even though some consumers are 
cutting the cord, reducing their subscriptions, or 
now subscribing when starting a new home, the 
impact to the pay TV industry over at least the 
next five years will be minimal. Traditional TV 
viewing is still popular, ubiquitous TV content-on- 
the-go packages are becoming commonplace, TV 

Continued on page 44 > 
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Kids content has emerged as a key battle- 
ground in the OTT. 

Amazon-owned online video-on-demand 
service provider Lovefilm struck a deal with 
Saban Brands in March, adding content from 
Saban to its kids programming line-up. The 
deal brought 20 years’ worth of Power 
Rangers to Lovefilm subscribers, from the 
original Mighty Morphin' Power Rangers 
through to the most recent Super Samurai 
series, in HD. 

However, the real news in kids program- 
ming is the move into originals. 

Amazon Studios has greenlit a pilot of Sara 
Solves It, an animated kids series about solv- 
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ing maths problems. The series has been 
developed by Amazon’s content division 
alongside Carol Greenwald of US broadcaster 
WGBH and Angela Santomero of Out of the 
Blue Enterprises. 

The show follows brother and sister duo 
Sara and Sam on mystery adventures that 
spring from the questions young children 
encounter in their daily lives. Each mystery is 
an interactive, maths-based puzzle that the 
home viewer can solve with the characters. 

Once completed, the pilot will be posted 
on Prime Instant Video and Amazon Instant 
Video in the US for customers to watch for 
free. Pilots will also be available on Amazon- 


owned Lovefilm in the UK and Germany. 

Netflix, meanwhile, says that in 2012 its 
members streamed more than two billion 
hours of kids content and is supplementing 
its slate of originals for grown-ups with its 
first original kids show (pictured): Turbo: 
F.A.S.T. (Fast Action Stunt Team), which will 
launch on Netflix in December. 

Netflix announced a content deal with 
DreamWorks late last year, under the terms of 
which the studio’s finished animated movies 
will launch on the OTT service starting with 
its 2013 slate, at a reported cost of about 
US$30 million a movie. 

DreamWorks Animation’s CEO, Jeffrey 
Katzenberg, said: “Netflix boasts one of the 
largest and fastest-growing audiences in kids 
television. They pioneered a new model for 
TV dramas with House of Cards, and now 
together, we’re doing the same thing with 
kids’ programming.” 

Turbo is a 3D comedy about a snail who 
miraculously gains powers of super-speed, 
clearing the way for him to compete in the 
Indianapolis 500. The film will launch in July. 
Turbo: F.A.S.T. will pick up where the feature 
film leaves off, following the snail as he takes 
on stunts and bad guys. 
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advertising dollars continue to grow, and there are 
limitations such as content discovery issues with 
OTT services that need improvement.” 

Channel operator NBC Universal has said it 
is in talks with a number of internet video serv- 
ices to provide a full line-up of programming 
akin to the packages currently provided for pay 
TV service providers. Cable giant Comcast 
revealed in a compliance report, required as a 


condition of its acquisition of NBCUniversal, 
that it had received and was negotiating ‘full 
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freight’ requests from a number of providers. 

Under the terms of the FCC’s approval of the 
absorption of NBCUniversal by Comcast, the 
pair must offer programming to “legitimate” 
over-the-top video providers on the same terms 
that it would be made available to traditional pay 
TV providers. Comcast said a “minority” of 
online video providers had made requests for an 
offer for its full programming line-up, without 
specifying which ones. NBCUniversal already 
provides a range of its content to OTT players 
including Amazon and Flixster. 


Certainly, broadcasters get a bonus from sell- 
ing their content to OTT players. Lovefilm inked 
a new, extended, content deal with BBC 
Worldwide, the commercial arm of the UK pub- 
lic broadcaster, in March. 

The pair already had a programming agree- 
ment, but the new agreement gives it rights to a 
wider range of content from the distributor. 
New shows that will become available on 
Lovefilm include drama series Luther, sitcom 
Extras, sci-fi drama Primeval and motoring 
magazine show Top Gear. 

Les Moonves, boss of US broadcast network 
CBS, meanwhile, has said OTT is an opportuni- 
ty, nota threat. 

“When you look at the Netflixs of the world 
and the Amazons of the world doing new pro- 
duction, we welcome that,” Moonves told ana- 
lysts in the wake of the broadcaster’s fourth 
quarter results. “Until they are doing 22 hours a 
week of premium content, we don’t look at 
them as a competitor, but rather another place to 
put our content, whether it’s original or buying 
our libraries as they have [done].” 

But those most directly in the OTT firing line, 
the pay TV operators, take a less conciliatory 
tone. Liberty Global is largest international cable 
operator in the world and has just added Virgin 
Media in the UK to its list of assets. 

Its CEO, Mike Fries, used a keynote address 
at cable industry confab Cable Congress in 
London earlier this year to take aim at the OTT 
competition. 

The LGI boss said the main threat for MSOs 
was not DTH or OTT services, but telcos. He 
dismissed the threat of Netflix. 

“T think the Netflix business model is chal- 
lenged, 70% of revenues go to content 
providers,” Fries noted, adding that with a low 
subscription fee, profit per sub is also low com- 
pared with the typical ARPU of a cable cus- 
tomer. 

LGI is rolling out a suite of on-demand and 
interactive services via its next-generation 
Horizon set-top box service and this, with the 
infrastructure and customer base already in 
place, means cable is better positioned than 
Netflix, Fries said. “If we do our job properly, 
they don't have a shot,” he said. 

Speaking about OTT services in general he 
said: “The OTT issue is mostly teaching us what 
we already know — that people want to consume 
video in certain ways.” He added: “Horizon 
means there’s no reason [for customers] to go 
anywhere else.” TBI 
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MONITOR STARZ 


V is the new indie film, or maybe 

the new mainstream film, accord- 

ing to many of those who have 

made the switch from big to small 

screen. Managing director of 
Starz, Carmi Zlotnik, echoes those sentiments 
and says that what his US cable network is 
doing in terms of originals is informed by 
what’s gone before in the film world. 

“TV shows continue stealing from the 
motion picture playbook and we're constantly 
looking at films and thinking we could do that 
too,” he says. “Whether its Master and 
Commander or District 9, these are things we 
can seriously think about in the TV world and 
we can be cinematic in scope. The world of 
moviemaking is shrinking, but the world of 
high-end TV making is expanding.” 

The expanding world of high-end TV, in the 
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case of Starz, translates to a greater number of 
original, network-defining shows. It will have 
about 36 hours of its own shows this year and 
that number will rise going forward. 

“We're still targeting 50 hours [of originals] 
over the next couple of years, but we're certainly 
evaluating that, and a lot of that has to do also 
with our change in our portfolio mentality of 
really being able to consider other kind of part- 
nerships and financial arrangements,” Starz 
CEO Chris Albrecht told analysts at the end of 
February in the wake of the company’s latest 
financial results. 

Albrecht was facing analysts for the first time 
since Starz was spun off from Liberty Media and 
began trading as a separate, Nasdaq-listed, com- 
pany in January. 

Zlotnik confirms that there will be more orig- 
inal series, but adds that the pace of adding 


Da Vinci’s Demons 


them will be measured. “The way we see the 
business growing through originals means we 
will continue to ramp up and we are looking for 
in front and behind the camera talent in all cre- 
ative communities around the world,” he says. 
“We're trying to increase the number of origi- 
nals year by year from four to five to six or more, 
but you can’t double output year to year.” 

The Spartacus franchise stretches to 
Spartacus: Blood and Sand, Spartacus: Gods of 
the Arena, Spartacus: Vengeance and 
Spartacus: War of the Damned and has been a 
breakout hit for Starz. In strategic and produc- 
tion terms has helped define the cable net’s orig- 
inals strategy. 

“Spartacus taught us lessons in terms of what 
you can do in green screens and how to do that 
graphic novel style of storytelling, it was very 
informative and we have a couple of projects in 
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development that will use similar techniques,” 
Zlotnik says. 

Starz is now looking at building on the suc- 
cess of Spartacus with a show about Roman 
emperor Caesar. It has previously been reported 
as a Spartacus spin-off, but is now looking likely 
to exist outside of that world. 

“We have a development deal around Caesar 
and we have talked about it as a spin-off from 
Spartacus, but we don’t want to be beholden to 
the Caesar in the Spartacus finale,” Zlotnik says. 
“We can develop that as its own thing with its 
own way to approach and still do it in the 
Spartacus style, depending upon the scripts.” 

The White Queen, meanwhile, won't use the 
graphic Spartacus style, but does have a histori- 
cal setting. The series, which is based upon 
Philippa Gregory’s series of bestselling novels 
and set during the English Civil War, is pro- 
duced by All3Media’s Company Pictures with 
Starz and UK public broadcaster the BBC. It will 
debut on Starz this autumn and Starz 
Worldwide Distribution has international rights, 
ex-the UK and Benelux region. It will launch it 
internationally at MIPTV. 

The cabler says it will take a pragmatic 
approach to distribution and it needs to strike a 
balance between the need to feed its sales arm 
and to get the right quality and volume of shows 
on the network. “Some we want to own, others 
we are happy to license,” Zlotnik says. 

A programming pact with BBC Worldwide is 
in place and the first of the two shows that will 
come out of that is Da Vinci’s Demons, which 


The White Queen 


casts the inventor and artist as superhero. BBC 
Worldwide is selling it internationally. 

“We rate [BBC Worldwide LA-based execu- 
tives] Jane Tranter and Julie Gardner highly in 
terms of their creative chops and ability to exe- 
cute on ideas,” Zlotnik says. “Couple that with 
David Goyer who is a man of ideas and ambition 
and vigour — he treats Da Vinci like a superhero 
— and you have a good partnership.” 

The other Starz-Worldwide project has not yet 
been decided. 

It is recognised that Starz has planted a flag 
around scripted series set in real or imagined 
historical settings. In recent times others have 
got into the same game, not least the factual nets 
such as History and Discovery with Hatfields & 
McCoys and the upcoming Klondike. The chal- 
lenge now is to deviate from current trends and 
set new ones, according to Zlotnik. He says: 
“The goal for us as programmers is to do what 
everyone else isn’t, we need to ask what we aren't 
doing and what we can develop.” 

While recognising the value of historical 
drama, Starz’ new shows will be weighted 
towards more contemporary settings. 

One of the newer offerings will be Blackpool 
from brother and sister dancers and choreogra- 
phers Julianne and Derek Hough. 

Zlotnik says of the show: “Blackpool offered 
the possibility of a heightened world and there’s 
lots of beauty and darkness there. We can take 
the audience to a new place and show them a 
world they would not otherwise see.” 

Sci-fi is another area of focus and the cable net 
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is developing a a project from Spartacus creator 
and Buffy the Vampire Slayer writer Steven S. 
DeKnight. Incursion is about a war between 
humans and aliens. 

Zlotnik says it goes deeper than that. “It can’t 
be pigeon-holed into one genre,” he says. 
“When Steven started talking about the idea it 
was about our first encounter with an alien 
species and warfare between humans and them. 
Then it emerges that there might be another 
joint enemy. It’s about the different evolutionary 
paths that species have gone through — it’s in 
development and scripts are being written.” 

Another show in advanced development is 
Outlander, which is based upon a series of 
books by Diana Gabaldon about a female time 
traveller who goes from the 1940s to the 1740s 
Scottish Highlands. It is being worked up in 
association with Sony Pictures Television. 

One much-hyped show already in produc- 
tion, in South Africa, is pirate series Black Sails. 
Zlotnik says Starz took pitches of all of the pirate 
series currently being worked up for other cable 
and broadcast nets and, having seen this one 
last, is confident it has the best of the crop. 

“We have built a town, a beach, we have water, 
a wave machine, two ships and Toby Stevens 
and Michael Bay; we have a huge pirate show on 
our hands,” he says. 

Starz will distribute and its sales team will 
have early footage to show buyers at MIPTV 
ahead of a full international launch at MIP- 
COM. The initial priority, however, remains 
making sure the originals work on the domestic 
Starz and Encore channels, which had 21.2 mil- 
lion and 34.8 million subscribers at last count. 
One reason to have a stream of originals is to 
keep whetting the appetite of the channels’ subs. 

“Every programme we identify hits a brand 
promise, it’s an immersive spectacle and there’s 
always the promise of what’s coming, what’s on 
the horizon,” Zlotnik says. TBI 
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MONITOR PEOPLE 


ON THE MOVE 


TBI takes a look at the latest comings and goings in the international television business and 
reports on who’s moving where. 


FremantleMedia COO GARY CARTER is joining Shine Group where he will take the 
new role of chairman of Northern Europe and Shine 360°. Carter resigned from pro- 
ducer and distributor FremantleMedia last year and will join Shine in June. 


DAVE HAMILTON joins Argonon-owned Leopard Films USA as senior VP and will lead 
the indie’s strategic operations in the US. Reporting to Argonon CEO James Burstall, 
Hamilton joins from Endemol USA, where he set up the New York office. 


Entertainment One has hired DAVID SHAFER as VP of production at its TV unit. He joins 
from CBS Television Studios. Shafer has started at eOne where he is working on the 
company’s slate of scripted shows. At CBS Studios, he was VP of production, working 
on series including Elementary, 90210 and The Good Wife. 


ITV Studios Global Entertainment has recruited PHIL SEQUEIRA from BBC Worldwide 
and he will be part of a restructured EMEA sales operation. Sequeira will be senior 
sales executive at ITVS GE. Other changes at ITVS GE include the promotion of David 
Wilcox and Jennifer Ebell to VP North West EMEA and VP South East EMEA respectively. 


Zodiak Rights has recruited JANET ROBINSON as VP of sales & acquisitions, North 
America. She joins after a seven-year tenure with ITV Studios Global Entertainment. At 
Zodiak Rights she will focus on finished programme sales across the US and Canada. 
Based in Zodiak’s LA office, she will report to Glen Hansen, senior VP sales, acquisi- 
tions & coproductions, North America. 


JOELY FETHER, Zodiak Media’s UK and Benelux CEO, is exiting the company. The long- 
serving Fether will step down in May, with Zodiak’s group CEO David Frank assuming 
her responsibilities and overseeing the company’s UK, Netherland and Belgium-based 
indies. 


A+E Networks has promoted DIRK HOOGSTRA to executive VP, development and pro- 

gramming, for its History and Ha channels. Hoogstra is one of the programming execu- 
tives responsible for History’s smash-hit cable series Hatfields & McCoys and has been 

given a wider role following its success. 


Eyeworks Scandinavia CEO TOBIAS BRINGHOLM is leaving the company to focus on 
creating new start-ups and digital businesses. Bringholm has been running Eyeworks 
Scandinavia for five years. “I have done my job,’ he said. “I feel a need to move on to 
develop and to start new companies.” 


Fiona Crago has resigned as boss of Beyond Distribution and will be replaced by 
MICHAEL MURPHY. Crago is leaving to pursue university studies. Michael Murphy has 
been appointed as acting general manager. He has been programme boss at Ireland’s 
TV3 and is a founder of Ireland’s Channel 6. 
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The Bible 


t’s unlikely that the programming bigwigs at History knew when 

they commissioned Hatfields & McCoys that it would make the 

cable network the buzziest and most talked about in the TV 

world. But last year’s three-part miniseries, starring Kevin 

Costner and following two feuding families in 19th Century 

Kentucky, averaged 14 million viewers, making it the most watched (non- 
sports) cable broadcast ever. 

It has paved the way for the other factual nets to greenlight their own 
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drama series and the factual and drama production communities have 
been on high alert since, scoping out opportunities to pitch the next big 
drama project to History, Discovery, National Geographic and their coun- 
terparts. 

Speaking to TBI after Hatfields, but ahead of the launch of The Bible 
and Vikings, A+E Networks president, entertainment and media, Nancy 
Dubuc, described her approach to reinvigorating programming at the 
cable net and how scripted fits in: “I love history and have respect for it, 
but it needs to be more than just a timeline and more about emotion — 
and that applies to the non-fiction business in general.” Talking about the 
introduction of drama, she added: “You have to figure out a way to be first 
because we know that first always wins.” 

History is well aware it started a trend and one that shows no signs of 
abating. 

“It would have been nice if we would have owned that space for a lit- 
tle longer, it’s amazing how fast the competition has rallied,” says Dirk 
Hoogstra, who off the back of working across Hatfields was promoted 
from senior VP to executive VP, development and programming, for the 
History and H2 channels. 

That competition is coming in the form of Discovery, which has 
ordered Gold Rush series Klondike, and National Geographic, which reg- 
istered a hit with Killing Lincoln. History has held its first-mover advan- 
tage by getting heavily scripted show The Bible and Vikings out and 
transmits them back-to-back on Sunday nights in a three-hour block. 

Drama is clearly the new battleground among the big-hitting factual 
channels. 

“Now American factual channels are doing scripted and it has become 
a certain trend,” says Hamish Mykura, executive VP and head of interna- 
tional content for National Geographic Channels International. “Killing 
Lincoln has recorded the US channel's highest ever ratings and you have 
to take note of that. It shows that with the right project in the right 
moment and with the right marketing, scripted can go to the very top.” 

John Smithson knows about making hit features and TV movies based 
on real-life stories having produced Touching the Void and The 
Beckoning Silence, both based on the books by mountaineer and novel- 
ist Joe Simpson. He now runs UK indie Arrow Media. The seasoned pro- 
ducer is cautiously optimistic about the prospect of making scripted pro- 
gramming for factual channels. 

“There are opportunities to do pieces of real scale and ambition, but 
they are limited because lots and lots of people are chasing them includ- 
ing film companies, a lot of people out of LA as well as scripted produc- 
ers,” he says. 

One company getting more than its fair share of scripted business 
from the factual channels is Scott Free, movie producer Ridley Scott’s 
increasingly-active TV production firm. It made Nat Geo’s Killing Lincoln 
and is now producing Klondike for Discovery. 

“Ridley Scott is a virtuoso storyteller and we thought this would be the 
perfect marriage,” says Dolores Gavin, Discovery Channel's executive VP 
of development & production and executive producer of Klondike. 

“In the scripted landscape you can’t jump in, in a small way and this 
was our way of jumping in, in a big way. We said to Scott Free we would 
love to engage the audience in a new way. They said ‘what are you think- 
ing?’ and when we said ‘Gold Rush’ they came back with the book 
[Charlotte Gray’s Gold Diggers: Striking It Rich]. Once we knew what we 
wanted to do we commissioned a script and then a second script and then 
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we had to ask are we in or are we out? [Senior executive VP, corporate 
marketing and affairs] David Leavy and [president and CEO] David Zaslav 
saw it and said they believed in it. 

The resulting six-parter is in production and Chris Cooper and Tim 
Roth are among the stars of the ensemble project, which tells the inter- 
twining story of a group of individuals trying to strike it rich in the 
Klondike region during the 1890s Gold Rush. 

“There are six different characters, each one with a different back- 
ground; some are running to something and some are running from 
something and they all interact with each other,” explains Gavin. “It’s 
man versus nature and man versus himself. Some people made a fortune 
and some made nothing during that time and a world in microcosm was 
created out of nothing — it went from a village of 200 people to a teem- 
ing city of 40,000 in four months.” 

Killing Lincoln, meanwhile, was a one-off for Nat Geo and made by 
Scott Free and LA-based Herzog & Co. The two-hour TV movie recreated 
and dramatised events surrounding the 1865 shooting of the US presi- 
dent and was based on Bill O’Reilly and Martin Dugard’s best-selling 
book, Killing Lincoln: The Shocking Assassination that Changed 
America Forever. Hollywood A-lister Tom Hanks provided on camera 
narration in the mostly-scripted film. 

One reason the factual nets have woken up to drama is the success of 


Killing Lincoln 
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factual... you are banking on it being a hit. 


HAMISH MYKURA, NATIONAL GEOGRAPHIC 


historical series on their general entertainment counterparts, from The 
Tudors to The Borgias to Downtown Abbey to Boardwalk Empire and 
numerous others. 

“Historical dramas have been doing really well, particularly on pay 
cable and we said wait a second, we do history, this is a sector we should 
own,” says Hoogstra. “We’re not reclaiming an audience, we're adding to 
our audience. We have a stable of reality hits and if you add in high-end 
historical drama it elevates the whole brand.” 

Ironically, as the factual nets move into historical scripted projects, 
some of the entertainment networks that have built a name on the same 
genre are starting to move away from history and focus on more contem- 
porary projects. Starz managing director Carmi Zlotnik, for example, says 
his network, having had a run of hit show with historical backdrops it is 
now looking more at more modern-day projects [see page 46]. 

One thing that drama does bring to the viewer mix is more female eye- 
balls. History says its dramas skew 55% - 45% male-female whereas the 
typical audience is almost 70% male. The cable net’s follow-up to 
Hatfields & McCoys was a double-whammy of scripted with 5x2hrs series 
The Bible and 9x6omins Vikings. 

“We did America: The Story of US and Mark [Burnett] talked to us 
about that and said “I’m going to come up with a big, high-concept idea’,” 
explains Nancy Dubuc. 

It’s fair to say he delivered on that promise as The Bible garnered a 
staggering 14.8 million viewers through launch night paving the way for 
Vikings to garner over 6 million (see rating box). 

Vikings is History’s first original scripted project that runs to full series 
length. History describes it as historical fiction anchored in fact. Produced 
by MGM, the series revolves around the Norsemen who raided, traded 
and explored during medieval times and follows the adventures of 
Ragnar Lothbrok as he rises to become king of the Viking tribes. Created 
by Michael Hirst (The Tudors), it is produced by Canada’s Take 5 and 
World 2000 in the UK. 

“Michael Hirst loves history and brings that authenticity to a project 
and we wanted the weapons, boats, clothes, homes and belief systems to 
be as right as possible,” says Hoogstra. “We do expect our audience wants 
that level of authenticity even if they are exploring historical fiction,” 

An origin story of the Texas Ranger is shaping up to be History’s next 
drama project. From Hatfield’ & McCoys’ producer Thinkfactory and 
Leslie Greif, who co-created and executive produced 204 episodes of 
Walker Texas Ranger starring Chuck Norris. Early scripts are being 
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JOHN SMITHSON, ARROW MEDIA 


worked on for the project, which would be a Gxthr series. 

The doors are open for factual or drama producers to make this new 
breed of scripted show, but there are certain expectations. Channel execs 
say they need to be convinced that if a factual producer had a great story, 
piece of IP or book rights, they could execute that as a drama, which 
might involve having a director or drama production talent on board. 

“Scripted could come from all different sorts of places,” Mykura says. 
“Killing Lincoln was from Scott Free, but look at something like Banged 
Up Abroad, it’s not scripted, but has dramatised elements that are more 
sophisticated than reconstruction and it is made by a doc company [Raw 
TV]. There’s no hard and fast rule saying only drama producers can bring 
scripted projects to us.” 

Factual producers have a proven ability to do research, bring rigour to 
a subject matter and are increasingly well-versed in drama reconstruc- 
tions based on testimony, notes October Films managing director 
Denman Rooke. “You have to add drama to your skill set,” he adds. 

October Films has Spying on Hitler’s Army: The Secret Recordings, a 


FACTUAL DRAMA IN RATINGS 


Killing Lincoln went out on February 17 and pulled in 3.4 million view- 
ers, making it the biggest show in the Fox-owned cable network’s his- 
tory. 

While Hatfields & McCoys remains the biggest rating of the factual 
dramas, History’s other offerings have pulled in huge numbers. The 
only other show on cable pulling in similar numbers to The Bible is 
AMC’s zombie show The Walking Dead and the two have swapped 
top spot, across all US TV, through The Bible’s run. 

The biblical epic delivered 13.1 million viewers on its debut and 10.8 
million for both the second and third weeks. As TBI went to press and 
with two installments remaining, the show had pulled 68 million view- 
ers in total, factoring in repeats and its showings on History's sister 
net Lifetime. 

Vikings’ numbers would look stellar in the company of almost any 
other cable show, but it has not matched The Bible. Shown in a 10pm 
slot right after the biblical series, it opened with 6.2 million before 
falling away to 4.6 million in week two and rallying to 4.8 million in 
week three. 
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scripted one-off based on the transcripts gleaned from illegally listening 
to German prisoners of war interned in the UK during World War Two, 
for Channel 4 in the UK and PBS in the US. The producer is also mak- 
ing a Gxthr dramatised true crime series for Discovery ID in the US. 

Indie producer World Media Rights is also alive to the scripted trend 
and is working up a slate of potential drama projects that it will have for 
MIPTV. “We started out in 2007 making predominantly archive shows, 
but you can’t do that anymore, now you need a show that is in full HD 
and will sell into at least thirty territories and increasingly these have 
reconstruction elements,” says company CEO Alan Griffiths. “We’re 
already making these using the three act structure of a Hollywood movie 
and moving into full drama is a natural progression.” 

WMR has started writing treatments and fleshing out potential charac- 
ters and will be pitching drama series based episodes of its existing docs, 
such as an instalment of the Nazi Hunters series about ‘The Jewish 
Avengers’ and another in its Black Ops series about the hunt for Al Qaeda 
operative Al-Zarqawi. It will work up six or seven dramas initially and 
hopes to get a 2xG6omins project away in the first instance, Griffiths says. 

He estimates a drama, based on one of its existing docs, can be made 
for about £600,000 per hour (US$908,000), which although good 
value for money in scripted terms is still several times the cost of making 
most non-fiction shows. 

In an era of observational docs with their ongoing present tense sto- 
ries, there is tremendous pressure on producers to capture events on 
screen. A scripted show at least is more predictable although the costs 
involved mean that it is a risky business. 

Mykura notes: “If you are greenlighting scripted you have to really 
mean it because it is more expensive by several orders of magnitude than 
factual and you need to be careful with how you market and promote it 
because you are banking on it being a hit.” 

The expense of developing scripted is something factual producers eye- 
ing this space need to be mindful of: Moving into drama is a tempting 


Vikings 
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proposition, but getting there is fraught with danger and cost, according 
to John Smithson. 

“A lot in the factual community make documentary/drama hybrids 
with re-enactments and so on, but that’s still playing by the rules of fac- 
tual TV; most docudrama is greenlit to go into production and as a pro- 
ducer off you go,” he says. “Drama gets greenlit to script stage and then 
there are many more stages a project can go through, which incur costs 
that you might not recoup and increase the level of risk. It’s expensive to 
play this game. “ 

Smithson imparts some advice for factual producers looking to move 
into scripted: “You must find out if there is a clear interest in your idea 
and you mustn't over-develop anything unless there is a real, firm com- 
mitment.” 

There certainly is a trend here, but thus far it is exclusively one focused 
on the US market. “America is taking it on board and as always American 
commissioning and co-commissioning money is important,” says Rooke. 


In the scripted 
landscape you can’t 
jump in, in a small 
way and Klondike 


was our way of 
jumping in, in a big 
way. 


DOLORES GAVIN, DISCOVERY CHANNEL 
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Such is the importance of the US market that this is a trend that res- 
onates around the world. The factual networks have prospered by taking 
ownership positions across almost all of their factual and reality shows, 
but the realities of making drama means fully funding is risky and a 
coproduction or distribution partner can help share that burden. 
Accordingly, Sony Pictures Television sells Hatfields & McCoys and has 
sold it into 150 territories and MGM is selling Vikings. 

Keeping things a little closer to the network partner, Mark Burnett’s 
One Three Media, a joint venture with History owner Hearst, is selling 
The Bible and Nat Geo’s Global Content Sales is selling Killing Lincoln. 

Klondike, meanwhile, will be distributed by Entertainment One, which 
will be preselling it at MIPTV. The show’s six episode run is understood 
to be costing north of US$25 million, which puts it squarely in the US 
network TV budget range. 

“Discovery wanted a deficit financier, it doesn’t make sense to fully 
finance,” says John Moraynis, CEO, eOne Television. He notes that 
Klondike was not a knee-jerk reaction from Discovery to Hatfields and 
that there was a conversation already underway with Discovery’s VP of 
global production management Lee Bartlett about drama. 

Dolores Gavin says: “We came at [scripted] from the position that the 
audience at Discovery has an insatiable curiosity and they love learning 
and storytelling — so what are the stories that we want to tell? And how 
can we tell stories and go to places that our other shows can’t? Our cam- 
eras have been to the bottom of the oceans and places that no-one else has 
been and we started asking whether there are there some cases where 
scripted storytelling becomes appropriate. The answer was a resounding 
yes. At that point we started looking at the epic moments in history that 
you can tell from a scripted point of view.” 

It’s clear that if scripted programming on factual nets has been an 
experiment, it has been a successful one and there will be more. 

Discovery has a development slate and is already looking at other 
potential scripted projects. “It’s imperative that we offer a number of dif- 
ferent avenues for storytelling and we do have a long term plan and are 
committed to doing more [scripted], in a measured way,” Gavin says. “We 
have a number of projects in development at various stages and we'll get 
to a point, like with Klondike, when we look at each other and think this 
is the one. Then we'll make another roll of the dice.” 

“We are a factual network so there will always be a factor in what we do 
but we can use drama to tell a factual story,” Mykura says. “Scripted can 
be part of the mix, but there won't be a wholesale change in our 
approach.” TBI 
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The hopeful Arab Spring quickly turned into a 
violent and deadly Arab winter in Syria. 


As confrontations between Assad’s regime and a 
very determined rebel army escalate, Syria looks 
headed for a civil war. 


With 60,000 Syrians dead and half a million in 
refugee camps across the border, is the freedom 
that will follow, worth the price? 
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Jordan is known for being an oasis of natural 
beauty and stability. However, a new reality hides 
behind appearances, threatening Jordan's days of 
absolute monarchy. 


Demands of social justice and the monarch’s 
apartheid policies joined Palestinians and 
Jordanians in protests against King Abdullah II. 


Could the Hashemite regime be the next casualty 
on the path of the Arab Spring? 
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Ignited by the death of Mohamed Bouazizi, a 
political turmoil swept over the Middle East and 
North Africa in what became known as the Arab 
Spring. 


Almost two years later, have their revolutions 
succeeded and their dreams materialized? 


3 countries, 3 cities and 3 men who have fought for 
change and have dedicated their lives to the 
revolution, fueled by hope in a better future. 
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SUPER GROUPS 


A clutch of Super Indies were created in the last decade as groups built international scale off 
the back of an unprecedented period of M&A. Now, a second wave of giant TV firms is in the 
making. In the first of a series, TBI speaks to the people running two of the new Super Groups. 


RED ARROW 


ed Arrow was launched in 2010 

and has gone on to build a net- 

work of production companies 

across Europe and the US that 

includes CPL, Endor, Fabrik 
Entertainment (fka Fuse), Kinetic Content, 
Magic Flight Film, The Mob Film Co., NERD, 
Producers at Work, Snowman and Sultan 
Sushi. 

Last August it added Left/Right, the New 
York-based indie producer behind Mob Wives, 
to the group. 

The deal illustrates Red Arrow’s approach to 
M&A, which has seen it move for majority 
stakes in more modest sized producers, which it 
can grow and that are keen to be part ofa larger, 


ARGONON 
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international group. 

“We have taken a more boutique approach, 
more modest in size than other roll up groups; 
Left/Right was by far the biggest deal we have 
done and it is still small-to-medium sized com- 
pared with many other production companies,” 
says group managing director Jan Frouman. 
“Left/Right have done fabulously in New York, 
but they wanted to grow and wanted the part- 
nership and scale we could offer.” 

Frouman adds: “We do want a majority stake, 
you can’t roll a minority stake into the business 
in the same way, but we want a structure where 
everyone is incentivised by the group’s long 
term success. The 49% you retain will be worth 
more because you are part of the group.” 

One challenge facing Red Arrow is that a 
rationale for its creation was to serve the parent 
ProSiebenSat.1 Group’s channels in Europe — 
and the broadcasting giant has subsequently 


has grown profits by 50% since launch and that 
it is on track to hit its earlier stated target. 

Argonon’s content spans the high brow, such 
as Swan Lake in 3D (pictured right), to the lower 
brow, such as the highly successful property for- 
mat House Hunters International. It has also 
moved into branded content, working on a proj- 
ect with the Bombay Sapphire gin brand, has 
two features in the works, including a Danny La 
Rue biopic, and a kids series for the BBC. 

What differentiates Argonon and other pro- 
duction and distribution groups is, Burstall says, 
its funding model. 

“What sets us apart is that we do not have a 
bank or investors behind us — there is no 
finance body sitting at the board telling us what 
to do,” he says. “A lot of others have hefty financ- 
ing commitments and have to hit certain num- 
bers and that can be detrimental to the creative 
process. We're self-funding from the product we 
have and from exploiting those rights. We have 
the support of Barclays, but itis not an investor.” 

The company’s wage bill, meanwhile, is 
increasing with a number of new faces having 
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sold several including, last December, the 12 
SBS Nordic channels to Discovery 
Comminications in a US$1.7 billion deal. 

A vast majority of Red Arrow revenue is now 
generated from outside territories where P7S1 
has a presence and it has had to take a hard look 
at its network of production businesses in light 
of the changes at the parent group. 


been recruited. Tom Blakeson, the former 
Endemol executive who was behind Money 
Drop, joined late last year as chief creative officer 
of Remedy Productions with a brief to get UK 
and international formats away. 

Then in February Argonon hired former 
Shed Media exec Laura Bessell-Martin as its 
first-ever COO. She will help execute its acquisi- 
tion strategy and develop IP across the group. 

“Laura is very skilled in M&A, she had seven 
years at Shed and did the Twenty Twenty, 
Wall2Wall and Outright deals and was there 
during the sale to Warner Bros. We wanted that 
expertise in the operation,” Burstall says. 

Having been linked with moves for a couple 
of indies in the UK that did not come off, there 
are now other deals in the offing he adds. 

“We are in advanced due diligence on two 
companies,” Burstall says, suggesting one has 
an Australian connection, which would mark 
Argonon’s first move Down Under. 

Content sales are a key revenue driver. Pre- 
Argonon, Leopard had set up a distribution arm 
soon after the Terms of Trade were introduced 
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“The obvious question is do the assets in 


place make sense when you don’t have channels 
in those markets,” Frouman says. “More often 
than not the answer is yes as these producers 
have established themselves and are not behold- 


in the UK, allowing producers to exploit their 
rights. As well as contributing to the bottom 
line, Argonon International's role is to provide 
the rest of the group with feedback from the 
world of TV, Burstall says. 

On the digital front a website based on 
Leopard’s antiques-hunting format Cash in the 
Attic is about to launch with transactional and 
community elements currently being tested. 
Argonon is using the Accelerate consultancy set 
up by former AOL chief executive Kate Burns to 
advise it on digital media. 

As well as hiring top executives and looking at 
acquisitions, Argonon wants to forge partner- 
ships with key talent. BriteSpark, a joint venture 
factual production company headed by former 
Cineflix and Wag TV head of documentaries 
Nick Godwin, was announced in January. 

Looking ahead Burstall says: “In twelve 
months time, in the UK we will have brought 
new talent to the table. In the US there will be 
more branded content and we will push into 
bigger cable and we will have at least one major 
commission in Canada.” TBI 
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en to the [P7Sz1] channels. A lot works well, but 
some things don’t. When you have a portfolio, 
which has grown like ours, there is a constant 
state of review and seeing what’s working.” 

The company’s distribution unit, Red Arrow 
International, run by Red Arrow managing 
director Jens Richter, handles content from the 
group’s companies, such as Endor’s drama 
series Restless or Kinetic’s cooking format The 
Taste as well as from third parties including 
Shelter’s Benidorm Bastards or Atlantique’s 
Jean Reno-fronted cop drama Jo (pictured). 

Having completed a flurry of deals, this year 
is about growing the pieces that have been put 
in place, Frouman says. “We expect this to be a 
year of digesting what we have done and one of 
operational execution and focus.” 

However, there will be some additions to the 
group, although perhaps in the form of joint 
ventures. Red Arrow has development and pro- 
duction deals with top-level creatives including 
game show guru Dick de Rijk. 

“We think globally we are a top-ten player in 
production and distribution,” Frouman con- 
cludes. “FremantleMedia, Endemol and others 
are ahead of us in size and revenues and we do 
aspire to be bigger. But to put it in perspective, if 
we remain at our current size we will still have 


double-digit revenue growth.” 
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A few years ago, it looked like scripted miniseries were 
heading for the scrapheap. With networks favouring TV 
movies, returning series and fast-moving factual y> 
entertainment franchises, miniseries started to look 
expensive to produce and hard to schedule, Things are 
very different now, reports Andy Fry. 


THE RESURGENCE 
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Hotel Adion 


run of well-received projects 
such as Rome, Pillars Of The 
Earth, Mildred Pierce, 
Parade’s End, Hatfield & 
McCoys, Treasure Island and 
The Kennedys has led to a resurgence in 
miniseries. To this list we can also add Mark 
Burnett’s The Bible, which has just scored 
epic ratings for US cable network History, reg- 


istering 14.8 million total viewers for episode 
one. 

“I don’t think it makes sense to build your 
entire drama slate around miniseries,” says 
FremantleMedia Enterprises CEO David 
Ellender, “but as part of a portfolio they clear- 
ly make sense.” 

Ellender says a number of factors have con- 
tributed to the revival of the miniseries. “From 
a financial point of view you have a lot more 
potential buyers. US cable networks, interna- 
tional channels and online/on-demand plat- 
forms all want events that make them stand 
out, which means it’s possible to put the 
budget together. From a creative perspective, 
the miniseries is popular with theatrical tal- 
ent, which is coming over into TV more than 
it has ever done before. For producers, writers 
and directors, there’s the opportunity to spend 
more time telling a story. For on-screen talent, 
miniseries don’t take up much of their sched- 
ule — which means there isn’t a conflict 
between film and TV commitments.” 

A range of titles on FME’s slate back up 
Ellender’s thesis: “Hit and Miss from 
AbbottVision, which starred Chloe Sevigny as 
a transsexual contract killer, was Sky Atlantic’s 
first original drama and has gone on to sell to 
147 countries,” says Ellender. “New projects 
include a TV adaptation, with Pukeko 
Pictures, of the best-selling novel The Maid, 
based on the story of Joan of Arc. We're also 
working with Headline Pictures and Scott 
Free on the development of The Drivers, a 
series based on the 24 hour motor race in Le 
Mans during the 1950s/1960s.” 

Other high-profile titles on FME’s minis- 
eries slate include Hitlerland, which is being 
written for TV by Marshall Herskovitz, (The 
Last Samurai, Love and Other Drugs) and The 
Man In The High Castle, which is being 
adapted from the Philip K. Dick novel by 
Craig Pearce, (Romeo+Juliet, Moulin Rouge). 
“I think what’s interesting about titles like 
these is that they show how ambitious pro- 
ducers and broadcasters are becoming with 
their subject-matter, because they know they 
have to be distinctive.” 

Stewart Till, CEO of Sonar Entertainment, 
has placed a lot of emphasis on miniseries in 
the last year or two. Like Ellender, he says part 
of the genre’s return to form is down to the 
quality of talent now working in the sector. 
“We've had a lot of sales success with a group 
of five miniseries which we call our ‘Disaster 
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Pack’ collection. What sets them apart is that 
they combine great cast and production talent 
with really strong visual effects.” 

The titles, which have just been picked up 
by cable channel Reelz in the US, include Cat. 
8, an end of the world disaster drama starring 
Matthew Modine (The Dark Knight Rises); 
“Cast of that calibre is attractive to broadcast- 
ers because it enables them to create events 
for their schedule,” explains Till. “And it cre- 
ates a virtuous circle. Once the star talent has 
come over to miniseries, it attracts better writ- 
ers. That means better scripts and so on.” 

After the success of its ‘disastertainment’ 
titles, Sonar is looking to create new packages 
of miniseries. “But that’s not the only area 
we're looking at,” he adds. “I think there is 
demand for more standalone miniseries, so 
we are looking to get another 2-3 projects up 
and running that are distinctive. We're trying 
to acquire the rights to some novels and 
expect announcements on that quite soon.” 

While the need for schedule-defining event 
programming is clearly the big driver in the 
return of the miniseries, there are other fac- 
tors working in the format’s favour. 

Simon Vaughan, CEO of high-end drama 
specialist Lookout Point, believes that the 
international market is getting better at mak- 
ing shows that work for multiple territories. 
Citing the example of Parade’s End, he says: 
“High-end miniseries usually require funding 
from a number of partners. In the past, that 
sometimes led to productions that were com- 
promised by the financial deals behind-the- 
scenes, the so-called Europuddings. These 
days, the commercial partners are much bet- 
ter at letting the creative vision take the lead.” 

This view is endorsed by James Baker, man- 
aging director of Red Arrow Entertainment 
UK, who says “the number of partners you 
need to finance these projects has increased 
in the last 3-5 years, but there’s also a greater 
understanding that they all want the same 
thing. If you take an example like our spy 
thriller miniseries Restless, you have the 
BBC, Sundance in the US and ProSiebenSatr 
all willing to back William Boyd’s creative tal- 
ent. The result is a strong drama that is also 
selling well through distribution.” 

As a former channel chief, Baker was con- 
troller of Sky One, he acknowledges that there 
is a growing desire among network con- 
trollers to air big event miniseries. But that 
doesn’t means they are easy to get made. “It’s 
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challenging to get a group of partners that 
share a creative vision and want to co-fund all 
at the same time. So any miniseries idea 
needs to be really strong and to be backed up 
by a great package, cast, producer, writer etc. 
You have to remember that marketing minis- 
eries to audiences is expensive for broadcast- 
ers, so they’ll only get involved if they’re con- 
vinced by the idea’s impact.” 

ITV Studios Global Entertainment MD 
Maria Kyriacou gives a balanced appraisal of 
the genre. “We like having them as part of the 
portfolio, but you’re talking about dramas that 
need to be so special that the broadcaster will 
suspend the usual schedule,” she says. 

High-end examples to have come through 
the ITVS GE catalogue include Titanic, “a 
genuine global event that sold around the 
world to free to air broadcasters. The combi- 
nation of the Titanic name, the hundredth 
anniversary and writer Julian Fellowes gave 
broadcasters that good reason why to stop 
their schedules.” 

Miniseries can also come in at a more mod- 
est level, she adds. “Take Mrs Biggs, that was 
a lower budget miniseries designed to have a 
high impact in two territories, the UK and 
Australia, where the story of the great train 
robbery was well-known. Everywhere else it 
was sold not as an event but as a well-crafted 
drama.” 

Kyriacou says miniseries are benefiting 
from the fact that the marquee value of fea- 
ture films on free TV has declined because 
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audiences have so many opportunities to see 
them before that window. But the drawback is 
that broadcasters and distributors want suc- 
cessful scripted shows to return — ideally for a 
run of series. “This is giving rise to open- 
ended miniseries,” she says, “dramas that can 
be marketed like events but which have 
enough richness in their stories and charac- 


ters to return. An example in our catalogue is 
Rectify, a six-hour drama about a man sent to 
jail for killing someone but later released 
because the evidence is inclusive. The drama 
focuses on the week after he returns to his 
home town but has enough unfinished busi- 
ness it could return.” 

This approach is increasingly widespread, 
adds Content Television president Greg 
Phillips. “We have properties like Thorne, 
Line Of Duty, The Fall and The Bletchley 
Circle, which started out with the feel of 
miniseries but with the hope that they might 
return. They’ve got to stand up on their own 
merits but it makes a lot of sense to bring 
them back in the audience likes them.” 

According to Phillips, Line of Duty will 
come back with new characters and Bletchley 
will have a new twist. “The benefit is that audi- 
ences are familiar with the set up. But if 
there’s a challenge in this approach it’s that 
the creative bar is set higher every time.” 

Endemol Worldwide Distribution’s CEO 
Cathy Payne has tended to focus on returning 
series but she also sees a role for miniseries in 
her drama slate. “We have an eight hour 
miniseries called Gallipoli about the famous 
World War One battle. That’s a big-budget 
production we’re doing with Channel 9 
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Australia to commemorate the hundredth 
anniversary of the battle. On a smaller scale 
there’s Howzat!, about the start of Kerry 
Packer’s world cricket series in 70s. That has 
sold well in cricket-loving territories.” 

While Payne sees returning series as a bet- 
ter long-term investment, she says a minis- 
eries can grow into something more substan- 
tial once the market has seen it: “With the 
market’s interest in scripted formats, there is 
the potential for a miniseries to be adapted in 
a different format somewhere else. That’s 
what happened with Low Winter Sun, a three- 
parter on Channel 4 UK, which was picked up 
by US cable channel AMC as a series.” 

Betafilm managing director Eric Welbers is 
another exec who sees a market for miniseries 
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but doesn’t want to exaggerate it. He says: 
“There is a need for them, but I wouldn’t say 
they are more important than TV movies or 
returning series. If there’s a challenge it is that 
broadcasters in different markets have differ- 
ent slots, so you can find yourself having to 
make tailored versions for them.” 

Echoing ITV, Betafilm has some high-end 
international projects and some more local 
examples. In the latter category are titles like 
Hotel Adlon, a ZDF miniseries that charts the 
story of Germany from pre World War One 
until post World War Two through the eyes of 
the people who work and stay at the famed 
Berlin hotel. “It’s got the same feel as 
Downton Abbey or Upstairs Downstairs,” 
explains Welbers. “It’s the kind of thing that 


Restless 


will work in female-skewing slot in France, 
Italy and Spain and possibly even the UK.” 

Also interesting is The Tower, which looks 
at the issues faced by a family living in East 
Germany before the Berlin Wall came down. 
“I think there is growing interest in this 
important period of European history,” says 
Welbers. “In our catalogue we also have a 
miniseries from HBO Europe called Burning 
Bush, which looks at the story of a student in 
Prague who set fire to himself in 1969, the 
year after the Prague Spring. The story follows 
his family’s effort to clear his name and find 
the truth.” 

As for the more ambitious end of the scale, 
Welbers cites Generation War, a ZDF-backed 
property which he says will be “like Band Of 
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Brothers from a German perspective” and 
Baron Munchhausen, a retelling of the classic 
tale made famous by Terry Gilliam’s movie. 
“Also coming up are big budget event dramas 
based on the life of the composer Wagner and 
on the story of Alexander The Great. The 
Alexander project will be shot in English and 
is coproduced by ZDF Enterprises, Beta Film 
and Gruppe 5 Filmproduktion. The showrun- 
ner is Michael Hirst, who was responsible for 
The Tudors, Elizabeth and Camelot.” 

While the primary rationale for financing 
miniseries is to get stand-out TV events, one 
reason they fell out of favour was the fact that 
broadcasters were worried about audiences 
missing an episode and losing interest. This 
is no longer such a problem because of the 
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growth of on-demand, says BBC Worldwide 
director of drama Caroline Torrance: “On- 
demand is helping miniseries and serials 
because it means audiences can store up 
episodes and watch them in one go. They’re 
not put off watching them because of the risk 
of missing an episode.” 

The biggest miniseries to come out of the 
BBC in recent times was Parade’s End. But in 
the next few months, BBC Worldwide’s slate 
will showcase a couple of edgy productions, 
says Torrance. The first is Southcliffe, a four- 
parter that tells the story of a fictional English 
market town devastated by a spate of shoot- 
ings which take place over a single day. 
Produced by Warp Films for UK free-to-air 
broadcaster Channel 
tragedy through the eyes of a journalist and 
those closest to the victims. The second title 
is Top Of The Lake, a UK/Australia/NZ 

coproduction, which sees feted director 


4, it explores the 


Jane Campion turn her attention to TV. 
One of the most highly-anticipated pro- 
ductions of 2013, it centres on the disap- 
pearance of a pregnant 12 year-old and has 
already been picked up by Pay TV network 

Showtime US and MNet in South Africa. 
The Showtime pick-up is a reminder of 
how important the US cable networks are 
in sustaining the miniseries format. 
Over at HBO, for example, the format 
continues to play a central role in 
the schedule, with Parade’s End 

about to air. 
Arguably the biggest news to 
come out of HBO, however, is 
that it is developing its third 
World War Two miniseries 
after Band Of Brothers and 
The Pacific. 
drama, to be exec pro- 
duced by Tom Hanks and 
Steven Spielberg, has no 
title yet. But it will be 
based on Donald L. 
Miller’s non-fiction 
tome Masters of the Air: 
America’s Bomber 
Boys Who Fought the 
Air War Against Nazi 
Germany. 

While HBO remains 
the top dog in minis- 


The new 


Utopia 


eries, it’s facing more and more competition 
as History’s The Bible demonstrates. Starz, 
for example, is following up titles like The 
Pillars of The Earth and Spartacus: Gods of 
the Arena with The White Queen, based on 
Philippa Gregory’s book, and Harem, a proj- 
ect about the Ottoman empire, which is cur- 
rently in development. 

Also of interest is the growing influence of 
Reelz, the network that came to prominence 
when it aired Muse Entertainment’s The 
Kennedys miniseries. Now the two have part- 
nered up again on a second Kennedys proj- 
ect. This time, Muse has acquired the rights 
to J. Randy Taraborrelli’s book After Camelot, 
a personal history of the Kennedy family 
from 1968 to the present. It is co-developing 
a series based on the book with Reelz. “With 
The Kennedys miniseries we saw a tremen- 
dous response to powerful storytelling along 
with an intense interest in this family,” says 
Stan E. Hubbard, CEO of Reelz. “The 
Kennedy family is truly a part of the fabric of 
America and we're thrilled to once again 
work with Muse to bring our viewers this fas- 
cinating and continuing story.” 

Politics is also the focus of Death Of A 
Pilgrim, a miniseries from Swedish public 
broadcaster SVT, which will be distributed by 
ZDF Enterprises. The story looks at the 
events surrounding the assassination of 
Swedish Prime Minister Olof Palme in 1986. 
Although the case has never been solved, 
Death Of A Pilgrim sees a fictional crime 
team revisit the killing to see if they can shed 
new light on the story. 

ZDFE does well with Scandinavian drama 
— and Fred Burcksen, chief operating officer 
of ZDFE, believes Pilgrim can do as well as 
other top Scandi titles: “Scandinavian crime 
is a global asset that works well in markets as 
diverse as the US, Australia and Asia. I can 
see it fitting well into late-night free-to-air 
slots or on Pay TV.” 

While miniseries mostly focus on historic 
eras or events, there are occasional excep- 
tions. An example is Channel 4’s new six- 
Utopia. Distributed by Shine 
International, the story is a futuristic conspir- 


parter 


acy thriller based on a graphic novel called 
The Utopia Experiments. 

Incorporating a multi-platform experience 
from digital agency TH_NK, it’s one example 
of how the miniseries is re-inventing itself to 
stay relevant to audiences. TBI 
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When UK Chancellor George Osborne sat down on March 20 having presented his Budget, 
the huzzahs of television producers should have been heard even above his own back- 


benchers, but the picture is a mixed one, reports Tim Adler 


Elstree Film Studios 


his year’s Finance Bill in the UK finally approved tax breaks 
for high-end drama production, animation and computer 
games. Producers of drama shows budgeted at over £1 mil- 
lion an hour will be able to claim back a tax rebate worth 
20% of the budget. TV animation and videogames pro- 
duced in Britain will also qualify. It is estimated that the change will gen- 
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erate around £350 million a year for the UK economy. 

The TV tax credit is seen as a “game changer”, not only attracting 
Hollywood television shows to the UK, but also bringing UK shows such 
as Ripper Street, meant to be set dahn London’s old East End, but in real- 
ity filmed in Ireland, back to Britain. 

And then there are those shows that British producers were thinking 
of shooting abroad, which would now stay in the UK. The makers of 
ITV’s Titanic wanted to shoot in Belfast, Northern Ireland where the liner 
was built, but ended up shooting in Hungary because of its tax incentive. 

The government has identified 50 indies likely to benefit from the 
move and up to 100 animation producers. 

Not everyone, however, is convinced. 

Accountant Christopher Jenkins of Ecovis Wingrave Yeats wonders 
how many of his television producer clients will really benefit when most 
shows cost nowhere near £1 million per hour. 

Jenkins says: “Why did the government set the bar so high for televi- 
sion? Most of my clients are not going to make projects at that level. Most 
UK independent production companies are not going to get anywhere 
near to this.” 

The answer, replies Ivan Mactaggart, producer at Parade’s End produc- 
er Trademark Films, is that last time around when the government 
allowed a tax break for television, producers abused it so badly they even 
tried claiming for weather forecasts. 

Says Mactaggart: “In the current climate, when the Treasury wants to 
grab hold of every penny it can, it is very cautious and concerned about 
some of the abuses that went on in the past. Some of the things that hap- 
pened were simply not acceptable.” 

Osborne has been upfront that the tax break’s real purpose is to bring 
Hollywood over here. Announcing the plan, the Chancellor said the 
move would help attract “top international investors” to the UK. 

The British Film Commission, the organisation responsible for pro- 
moting the UK as a production destination, says its Los Angeles office 
has been “deluged” with serious enquiries, not just vague questions but 
studios drilling deep into cost comparisons between shooting in the UK 
and elsewhere. 

Adrian Wootton, chief executive of the BFC, says: “Studio television 
divisions have told us how envious they were in the past of their feature 
film arms coming to Britain to use the film tax credit. ‘Give us a reason 
to come here too,’ they said. Well, now the government has done.” 

Eight Hollywood studios were due to fly in to Britain in April on a 
familiarisation trip. Meanwhile, British ministers were flying out to Los 
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Angeles to wave the Union Jack for Blighty. 

The two “pinch-points” the Americans have concerns over, says 
Wootton, are whether there will be enough studio space to meet antici- 
pated demand, and will there be enough skilled technicians. 

“There are certainly going to be some challenges in terms of training 
and infrastructure,” says Pinewood Shepperton strategy director Andrew 
Smith. “There will be skills issues and infrastructure problems.” 

Studios including Pinewood, Elstree and Warner Bros.’ new facility at 
Leavesden have been gearing up in anticipation. 

Pinewood opened the 30,000 square foot Richard Attenborough stage 
last year. Now the studio wants to add another 100,0000 square metres 
of studios, stages, workshops, production offices and streetscapes for 
filming. 

Elstree meanwhile has raised £5 million to build a new soundstage 
within the next 18 months. Likely to be called the Kubrick Stage, the new 
stage could be up to 30,000 square feet. Elstree managing director Roger 
Morris says US studios have already enquired about filming and one of 
them has talked about recreating a Dickensian street on the lot. 

And Warner Bros. has spent {100 million renovating and upgrading 
Leavesden. 

The BFC has been working with the London Legacy Development 
Corporation to see whether parts of the Olympic Park in east London 


If you go down the do-it-yourself route, you can 
spend an awful lot of time running the scheme 
rather than making programmes. You have to 
spend all this time ; 
running a back office 

and responding to 


investors’ queries rather 
than doing what you're 
meant to be doing. 


PATRICK IRWIN, FAR MOOR 


could be converted to soundstages. It has also been talking to partners in 
Northern Ireland, Scotland and Wales about converting warehouses into 
temporary studios. The BBC and Starz, the producers of Da Vinci 
Demons, converted an old Ford car plant in Swansea, Wales while shoot- 
ing. Meanwhile Creative Scotland is conducting a feasibility study into a 
permanent studio in Scotland. 

The other fear is that technicians will hike up their day rates, aware of 
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how in demand they have become. 

“Actually the UK indie sector could end up worse,” warns Ecovis 
Wingrave Yeats’ Jenkins. “If the NBCs, HBOs and Disneys do come over, 
they will push up costs of technicians and other below-the-line talent.” 

It is a danger Wootton and others are mindful of. 

Wootton says: “We’re looking at this as an opportunity to create more 
work for people, not just increase wages for those already working. If 
wages do rise, it will act as a disincentive for people coming.” 

Don Taffner, president of producer/distributor DLT Entertainment 
(My Family) sees crew wage inflation as being self-regulating: produc- 
tions will simply move elsewhere if British crews price themselves out of 
business,” he says. 


INVESTMENT WRITE-OFF 


Extending the tax credit to TV drama and animation is not the first time 
the current ruling Conservative-Liberal Coalition in the UK has helped 
the industry. Last year George Osborne increased the amount you can 
raise through the Enterprise Investment Scheme from £3 million to £5 
million. 

Film producers have long used EIS to raise equity for film productions, 
with mixed results. Many producers have spent months trying to raise 
money through the scheme, writing a prospectus and then trying to 
entice investors, only to write off the entire investment in both time and 
resources. 

“The television industry is littered with people who wasted a year on 
raising money through EIS. I’ve heard of so many failures. Nine out of 
ten times, investors don’t turn up,” says Justin Thomson-Glover, whose 
company Far Moor has raised £5 million for TV production. 

Nevertheless, TBI estimates that TV producers are currently raising 
£73 million through the scheme. Companies include Three Stones 
Media, which is raising £10 million for the second series of hit BBC chil- 
dren’s cartoon Rastamouse, and Select TV, set up by Hallmark 
Entertainment founder Robert Halmi Jr. 

Last year’s uproar about comedian Jimmy Carr only paying one per 
cent income tax — and footballers Wayne Rooney and David Beckham 
being lambasted for investing in film schemes — has put off investors 
from backing television. Only in March, a Tax Tribunal outlawed a film 
scheme run by Goldcrest Pictures, leaving one investor having to repay 
£7-5 million in tax owed. 

“There is very little interest in TV EIS from advisors and investors at 
present,” says analyst Martin Churchill of Tax Efficient Review. “TV as an 
investment class has been sullied by the past schemes, and the past track 
record of producers is opaque and not discernible.” 

Some schemes out there are no more than tax avoidance and should 
be stamped on, says Bob Brenton of Bob & Co, who has used EIS to fund 
new BBC preschool show Q Pooile 5. 

Says Brenton: “Certain people’s tax schemes deserve a kicking because 
they don’t create anything. It’s been quite difficult getting investors inter- 
ested because they say, ‘Oh no, we don’t want anything to do with a film 
scheme’.” 

The other thing most TV producers fail to realise, says Mactaggart, is 
that they are competing against other businesses trying to raise money 
through EIS such as pubs, solar energy and even showjumping organi- 
sations. 
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“The competition out there is every other EIS trying to raise money in 
other sectors, which often have less risky schemes such as solar energy,” 
agrees Robert Whitehouse of Piccadilly Pictures. “There isn’t going to be 
a deluge of money going into television.” 

Given that the average EIS investor is in his mid-fifties with a lot of dis- 
posable income after his kids have left home, investing in media is not as 
attractive as investing in something more tangible. 

Ifa producer does go down the EIS route for television, he then must 
decide whether to put himself in the hands of a big promoter such as 
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Rastamouse 


Ingenious Media or raise the money himself: 
Adrian Wilkins, chief executive of TV animation 
company CHF Entertainment, has gone 
down the DIY route. He is raising up to £3 
million to help finance 52x11mn episodes of 
preschool animated series Pip! So far CHF 
has raised £1 million, about £700,000 of 
which is cash sitting in the bank. Wilkins 
started out selling through the Independent 
Financial Adviser (IFA) network, but switched 
over to doing things himself because he felt 
IFAs were just selling the 30 per cent tax break, 
not the business. 
“In many ways the IFAs have ruined the EIS 
market,” he says. “If you go down the IFA 
route, it’s all about selling the tax relief, not 
the investment. That’s not the best route.” 
High fees charged by the bigger fundraisers are another disincentive. 
Wilkins recommends that producers find investors through private 
investment companies or law firms. 
Patrick Irwin and Justin Thomson-Glover, the principals of Far Moor, 
took the opposite view. They parked their EIS with Ingenious Media, the 
busiest fundraiser in the market. Ingenious raises about £40 million 


Ag hour episodes. 


i A) 


2014 56th ANNUAL GRAMMY® AWARDS — CBS 
Running Time: 1 x 210’ Genre: Music/Awards 
Special 

Music's Biggest Night® delivers exhilarating 
performances and exceptional ratings when the 
world’s brightest megastars light up music’s most 


prestigious and popular annual television event. — the world. 


WORLD’S MOST AMAZING VIDEOS - NBC/Spike TV 
Running time: 65 x 60’ Genre: Reality Series 


features shocking “caught on camera” footage of 
gripping, dramatic events is now available as 65 one- 


2013 VICTORIA'S SECRET FASHION SHOW — CBS 
Running time: 1 x 60’ Genre: Entertainment Special 
It’s television’s sexiest special of the year, featuring the 
exciting musical guests, behind-the-scenes interviews, 
and, of course, the most beautiful supermodels in 


: ~~ = 


ADRIAN WILKINS, CHF 


each year for television through a string of such schemes. Recent shows 
that Ingenious has raised money for include BBC crime dramas The Fall 
and Death in Paradise. 

Irwin says: “If you go down the do-it-yourself route, you can spend an 
awful lot of time running the scheme rather than making programmes. 
You have to spend all this time running a back office and responding to 
investors’ queries rather than doing what you’re meant to be doing.” 

Television consultant Joe MacCarthy, who used to work with another 
big fundraiser Octopus Investments, agrees. 

MacCarthy says: “The great thing about big providers such as 
Ingenious or Octopus is that they have big sales teams. Octopus has 
dozens of people selling products and that’s a tremendous advantage. It’s 
a bigger leap of faith for an investor to go with somebody who doesn't 
have that kind of infrastructure.” 


FRED HABER 


Alfred Haber Distribution, Inc. 
111 Grand Avenue, Suite 203 
Palisades Park, New Jersey 07650 
P: (201) 224-8000 

F: (201) 947-4500 
info@haberinc.com 
www.alfredhaber.com 


MIP Booth: #22.02 
MIP Phone: 011-33-(0)4 9299 8300 


Executives Attending: 

Alfred Haber, President 

Andrew Haber, Vice President, International Sales 
Christopher Brouder, Vice President, International Sales 
Steven Weiser, Vice President, Domestic & International Sales 
Patricia Villagran, International Sales Executive 


ALFRED HABER DISTRIBUTION, INC., ALFRED HABER 
TELEVISION, INC., and ALFRED HABER, INC., together form the 
world’s largest distributor of U.S. network music, variety and 


annual event programs, and are major independent distributors 
of reality, film, documentary, sports series and specials. For more 
information about AHDI, please visit www.alfredhaber.com 
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Be part of the biggest industry event. Register before 3 July to save! 
Contact Peter Rhodes now and find out how to make MIPCOM and MlIPJunior work for you. 
peter.rhodes@reedmidem.com 
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Ostory 


Tel: +1 416 530 9900 

web: www.9story.com 

MIPTV Stand: R35.24 

Who's there Vince Commisso, 
President & CEO; Natalie Osborne, 
EVP, Business Development; Stephen 
Kelley, Director, Distribution; Candice 
Chambers, Manager, Distribution 


A-!-E NETWORKS 


Tel: +1 212 210 1400 

web: www.AETNinternational.com 
MIPTV Stand: G3-18 

Who's there Sean Cohan, Executive 
Vice President, International; Marielle 
Zuccarelli, Managing Director, 
International Content Distribution; 
Jonathan South, Vice President, 
International Content Sales, EMEA; 
Ellen Lovejoy, Vice President, 
International Content Sales 


Tel: +44 (0) 20 8433 2000 

web: www.bbcworldwidesales.com 
MIPTVStand: G3.40 

Who's there Joyce Yeung EVP Asia; 

David Weiland EVP Western Europe; 
lan McDonough EVP CEMA; 


@©CB 


Tel: +1 323 575 5460 

web: www.CBSCorporation.com 
MIPTV Stand: R30.01 

Who's there Armando Nufez, 
President, CEO, CBS Global 
Distribution Group; 

Barry Chamberlain, EVP, Sales; 

Joe Lucas, EVP, Sales and Marketing 


STUDIOS 
INTERNATIONAL 


Episodes 40x11’ 
Genre Comedy Synopsis A comedy 
aimed at 6-11 year olds that tosses a 
group of nerdy kids on an uncharted 
island with a tribe of monsters! 


Episodes 
6x30’ Genre Real-Life: Character 
Synopsis Follows a group of storage 
locker hunters on a modern-day 
treasure hunt in New York City. 


Episodes 8x50’ 
HD Genre Drama Synopsis Da Vinci's 
Demons reveals the secret history of 
the world’s greatest genius in a com- 
pelling adventure of love, lust, mystery, 
power and a fight for the truth. 
Distributed by BBC Worldwide. 


Episodes22x60' 
Genre Drama Synopsis Jonny Lee 
Miller and Lucy Liu star in Elementry, a 
modern take on Sherlock Holmes, 
with Sherlock now living in New York 
City. 


For the latest in TV programming news visit TBIVISION.COM 


peg+cat 


Episodes 80x11’ Genre 
Animated Preschool Synopsis A new 
preschool series that follows Peg and 
her sidekick, Cat, as they embark on 
adventures while learning basic math 
concepts and skills. 


Episodes 39x30’ 
Genre Real-Life: Character Synopsis 
Danny “The Count” Koker is a Las 
Vegas legend who acquires, restores 
and customizes classic cars and 
motorcycles, and “flips” them for a 
profit. 


Episodes 6x30'HD 
Genre Comedy Synopsis Action- 
packed comedy thriller written by and 
starring James Corden and Mathew 
Baynton, with stellar international cast 
including Dougray Scott, Emilia Fox 
and Karel Roden. 


Episodes 
22x60’ Genre Drama Synopsis The 
drama Beauty and the Beast stars 
Kristin Kreuk and Jay Ryan in a modern 
day romantic love story with a proce- 
dural twist. 


mys a I 


Episodes 10x60’ Genre 
Competition Adventure/Comedy 
Synopsis Contestants navigate their 
way across an array of comedic chal- 
lenges in this geo-caching competition 
that is part treasure hunt, part adven- 
ture challenge! 


Episodes 14x30'Genre 
Entertainment Synopsis Offers a peek 
into the world of intimate apparel at 
renowned boutique LiviRae Lingerie, 
where the motto is:“No bust too big or 
small.” 


Episodes 4x50’ 
HD Genre Science Synopsis Using cut- 
ting edge CGl and clues from across the 
globe, this series uncovers the turbulent 
stories of continents, revealing what 
makes each one unique. 


Episodes 13x60’ 
Genre Drama Synopsis Under the 
Dome is the story of a small New 
England town that is suddenly and 
inexplicably sealed off from the rest of 
the world by an enormous transpar- 
ent dome. 
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CONTEST 


Tel: +44 (0) 207 851 6500 

web: www.contentmediacorp.com 
MIPTV Stand: RB.44 

Who's there Greg Phillips, President; 
Saralo MacGregor, Executive Vice 
President; Jonathan Ford, Executive 
Vice Predident; Kathryn Rice, Senior 
Vice Presentive, European Sales and 
Acquisitions 


On e Tel: +1 416 646 2400 


Pi marae web: sales.eonetv.com 
MIPTV Stand: RB 43, 
+33 0492 99 8821 
Who's there Darren Throop, President 
and CEO, Entertainment One; John 
Morayniss, CEO, Entertainment One 
Television; Peter Emerson, President, 
Entertainment One Television Int'l; 
Prentiss Fraser, SVP Worldwide Sales and 
Acquisitions, Entertainment One 


Television Int'l 


GLOBAL SCREEN 


Tel: +49 89 244 12 95 500 

web: www.globescreen.de 

MIPTV Stand: NR 19.02 

Who's there Dr. Thomas Weymar, 
Managing Director; Dr. Rolf Moser 
Managing Director; Marlene Fritz, 
Head of TV Sales; Julia Weber, Head 
of Theatrical Sales, Sales Manager TV 


Tel: +44 (0) 207 682 3154 
web: www.hohoentertainment.com 
MIPTV Stand: LR4.15 

Who's there Danielle Davies - Head 
of Sales and Acquisitions 
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Episodes 6x60' Genre 
Documentry Series Synopsis This 6- 
part series looks at all facets of the life 
of a Royal, providing the definitive peek 
into the fascinating world of the British 
monarchy. 


Episodes 10x60’ Genre 
Drama/Suspense Synopsis Rogue 
revolves around Grace (Thandie 
Newton), a morally and emotionally- 
conflicted detective who is tormented 
by the possibility that her actions 
caused her son's untimely death. 


Episodes approx 120’ Genre 
Event Movie Synopsis Scientists in 
Geneva created a Black Hole. As disas- 
ter threatens the planet, courage 
proves stronger than fear. The most 
expensive German TV movie of 2013. 


Episodes 52x10’Genre 
Preschool Animation Synopsis 
Cloudbabies is a CG animated pre- 
school series about four enchanting, 
childlike characters, whose job is to 
look after the sky and their Sky Friends. 


Episodes 1x90’ Genre Tv 
Movie Synopsis Complicit,a tense 
and compelling new single drama, 
stars David Oyelowo (Lincoln) as an 
MIS officer who is desperate to foil 
another 7/7 style atrocity. 


Episodes 35x60’ 
Genre Drama/Suspense Synopsis The 
survivors continue their travels in the 
post-apocalyptic world; but their strug- 
gle to stay alive is perilous with greater 
forces to be feared than just the walk- 
ing dead. 


Episodes 12x48’ (to be 
continued) Genre Historical Family 
Series Synopsis A Romeo & Juliet 
saga set behind the Berlin Wall. 
Following the smash hit first season, 
the second season is ready for delivery 
in fall. 


Episodes 52x11 Genre 
Preschool Animation Synopsis The 
Abadas is a fun mixed media pre- 
school series where children learn 
words through play. 


Episodes 1x90’ Genre 
Documentry Feature Synopsis Oscar- 
winning director Alex Gibney investi- 
gates the secret crimes of a priest who 
abused over 200 deaf children in a 
school under his control. 


Episodes 6x60’ Genre True Crime 
Series Synopsis Dangerous 
Persuasions tells the extraordinary true 
stories of normal people who were 
manipulated by false prophets and con 
men into committing extreme acts. 


Episodes 
3x52'/90'/120' Genre Docudrama/ 
History Synopsis An impressive high- 
budget documentary, marking the 
1200th anniversary of Charlemagne's 
death. 


Episodes 52x7’ Genre Children’s 
Animation Synopsis A classic gag- 
based buddy series about a kid with 
ambition failing to offload a loveable 
but irritant Moose 
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STUDIOS 
GLOBAL ENTERTAINMENT 
Tel: +44 (0) 207 491 1441 
web: www.itvstudios.com 
MIPTV Stand: R38.01 
Who’s there Tobi De Graaff, Director 
of Sales, ITV Studios Global 
Entertainment; Augustus Dulgaro, 
SVP, Sales Asia Pacific; Jayne 
Redpath, SVP, Sales EMEA; Mike 
Beale, Director of International 
Formats, ITV Studios 


—_\ = A 
entertainment 


www.marvista.net 


Tel: +1 424 274 3000 

web: www.marvista.net 

MIPTV Stand: Riviera Sea View #46 
Who's there Fernando Szew, CEO; 
Laura Hoffman, Exec. Director, Sales & 
Contract Administration; Robby 
Amar, Director of Int’ Sales; Stephanie 
Slack, SVP Acquisitions & Co-Prods 


Agatha Christie’s Poirot Episodes 
Series 13:5x120'Genre Drama 
Synopsis 66 cases closed. Only five still 
to solve, Reunited with old friends, 
Poirot takes on challenging new inves- 
tigations, once again testing his “little 
grey cells’ 


Nicky Deuce Episodes 70’ feature 
Genre Teen Synopsis When sheltered 
suburbanite Nicholas Borelli Il is sent to 
stay with his tough Uncle Frankie in 
Brooklyn for the summer, he gets an 
urban makeover and becomes Nicky 
Deuce, in this Nickelodeon co-pro. 


MIPTV’13 HOT PROPERTIES 


The Doctor Blake Mysteries 
Episodes 10x60’Genre Drama 
Synopsis Keeper of secrets. Solver of 
Mysteries. Maverick country town 
detective medical officer. Blake’s an 
impulsive risk-taker, not afraid to upset 
the status quo. 


Stonados Episodes 90’ feature 
Genre Disaster Thriller Synopsis A 
series of deadly stone-throwing torna- 
does threaten to destroy Boston, forc- 
ing a scientist to find a solution and 
save his family... before it's too late. 


Islands on the Edge Episodes 4x60’ 
Genre Nature Synopsis A landmark 
nature series produced by the award- 
winning Maramedia and narrated by 
Ewan McGregor, offering a fascinating 
look at one of the world’s most remote 
but striking locations. 


- 


Gone Missing Episodes 90’ feature 
Genre Thriller Synopsis When her 
daughter disappears on a family vaca- 
tion and the police seem at a loss,a 
mother must trust her instincts to res- 
cue her...before it's too late. 


Tel: +1 416 363 1411 

Web: www.shaftesbury.ca 

MIPTV Stand: R27.12 

Who's there Shane Kinnear, SVP, 
Sales & Marketing; Jay Bennett, VP, 
Digital/Creative Director, 
Smokebomb Entertainment; Ryan 
St. Peters, Director, Sales; Rebecca 
Herr, Marketing Executive 


STRIX 


POWERED BY MTG STUDIOS (> 


Tel: +46 8 522 59 500 

web: www-strix.tv 

MIPTV Stand: R35.05 

Who's there Jonas Linnander 
Manfred, MD Int’l Sales MTG Studios; 
Hedvig Fredholm, Strix Int'l Sales 
(France, Israel, Australia, NZ, Belgium 
& Africa); Paola Figueroa, Strix Int'l 
Sales (Spain, Portugal Italy, Finland 
and Lat Am); Cecilia Ingerbrigtsen, 
Strix Int'l Sales (UK, Germany, MENA, 
CEE, Russia, CIS, US, Canada & Asia) 


Mighty Mighty Monsters Episodes 
2x44’ Genre Animated kids comedy 
Synopsis A group of classic movie 
monster kids are expelled from mon- 
ster school and sent to a human 
immersion program at anormal” mid- 
dle school, where they must try to fit in. 


| , : 
The Tiger Mum - How to create a 
winner Episodes 6 or 12x60' 

Genre Factual Entertainment 
Synopsis Are we losing the education- 


al battle to the East or can we beat the 
Asians using their own methods? 


State Of Syn Episodes 8x5’ Genre Sci - 
Fi animation Synopsis Sci-fi noir for 
broadcast, web and mobile, and avail- 
able in 3D, explores the mystery sur- 
rounding a global technology corpora- 
tion that is manufacturing a highly 
addictive new sensory experience. 


Totally Amp’‘d Episodes 10x6’ Genre 
Kids Musical Comedy Synopsis Series 
for broadcast, web and mobile focus- 
ing on five teenagers with raw talent 
and their manager (Ashley Leggat, Life 
With Derek), who are brought together 
to try and win a musical competition. 


5 Things | Hate About Your Home 
Episodes 6 or 12x60’ Genre Factual 
Entertainment Synopsis Homeowners 
with problems selling their houses will 
get expert advice from the property 
markets most powerful perspective i.e. 
the buyers. 


Last Big Adventure 

Episodes 8x60’ 

Genre Entertainment/Reality 
Synopsis They are all extraordinary 
women, about to experience one of 
the last big adventures -sailing around 
the world. 
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— an m4@e company 
Tel: +31 35 62 999 99 

web: www.telescreen.nl 

MIPTV Stand: R33.05 

Who's there Sjoerd Raemakers, 
General Manager Telescreen B.V,; 
Hans Ulrich Stoef, CEO m4e AG; 
Lisette Looman, Group Content & 
Production Manager; Peter 
Kleinschmidt, Senior Vice President 
m4e AG 


INTERNATIONAL 


Tel: + 33 141 41 2168 

web: wwwiflinternational.com 
MIPTV Stand: R36.18 

Who's there Daniel Preljocaj, CEO; 
Sabine Chemaly, EVP International 
Distribution; Cristina Batlle, VP 
International Sales and Acquisitions; 
Gregory Chambet, VP International 
Sales & Acquisitions 


International 


Tel: +44 (0) 20 7837 3000 

Web: www.tvfinternational.com 
MIPTV Stand: R29.34 

Who's there Jessica Bennetts, Head 
of Sales; Alice Hamlett, Head of 
Programming and Acquisitions; Will 
Stapley, Senior Sales Executive; Anna 
Budashevskaya, Senior Sales 
Executive 


Tw@four 


Tel: +44 (0) 1752 727400 

web: www.twofour-rights.co.uk 
MIPTV Stand: 2.42 

Who's there Anthony Hughes, 
Commercial Director; Anthony 
Appell, Head of Sales; Holly Hodges, 
Senior Sales Executive; Eniela Bella, 
Senior Sales Executive 


(A TELESCREEN 


Mia and Me Episodes 26x23’ 

Genre Adventure; Live Action & 
Animation Synopsis Plunged into a 
fantastic fairy tale turned real, Mia 
must find the strength within herself 
to save a race of unicorns — and an 
entire world. 


able now / 8x52’ available by December 
2013 Genre Action Synopsis After The 
Transporter, The new action-packed 
series set on the French Riviera created 
by Luc Besson 


Secrets Of The Universe Episodes 
8x30’ Genre Science/Environment 
Synopsis With stunning imagery and 
mind-blowing supercomputer simula- 
tions, Secrets of the Universe journeys 
to the centre of epic black holes, giant 
stars and blazing volcanoes... 


Bedtime Live Episodes Format/5 x 
60' (HD) Genre Factual Entertainment/ 
Format Synopsis Refreshing, innova- 
tive and thoroughly entertaining, 
Bedtime Live is a groundbreaking new 
parenting format that taps into how a 
nation is really raising its kids . 


Tip The Mouse Episodes 52x7’ 

Genre Preschool Animation 

Synopsis Going into production soon, 
this TV series is based on the popular 
character of the successful children's 
book series of the same name.. 


Profiling Episodes 12 new episodes 
coming soon + 30x52’ Genre Thriller 
Synopsis When an intuitive profiler 
teams up with a tough homicide cop. 
A Suspenseful and fast-paced series, 
based on actual criminal cases. 


Living Dolls Episodes 1x52’ (HD) 
Genre Peoples/Cultures Synopsis This 
humorous film delves into the weird 
and whacky world of extreme doll col- 
lecting, revealing how collectors’ 
obsessions take over every aspect of 
their lives... 


RA 


RDE 


Storage Hoarders Episodes 
Format/50 x 50' (HD) Genre Factual 
Entertainment Synopsis The hit series 
that challenges 'hoarders' to say good- 
bye to clutter with no value and turn 
forgotten collectibles into hard cash. 


Dex Hamilton Episodes 70’ feature 
film Genre Sci-Fi-Adventure-Animation 
Synopsis Alien entomologist Dex 
Hamilton is all that stands between the 
forces of evil and the most incredible 
insect species the galaxy has ever 
known. 


(VK 


Flight of the Storks Episodes 2x90’ 
miniseries in English Genre Thriller 
Synopsis A tense international thriller 
based on the novel by bestselling 
author Jean-Christophe Grangé (The 
Crimson Rivers.) 


Commandos Episodes 4x52'/6x30' 
(HD) Genre Crime Synopsis Exclusive 
access follows the Australian 
Commandos select, punish and pre- 
pare the next generation of green 
berets. Some will fail, some will be 
injured, some may even die... 


Born To Kill? 

Episodes 36 x 60'/S5: 12 x 60' Genre 
Factual Synopsis A brand new season 
of the crime thrilling series that takes a 
look at some of the world's most prolific 
serials killers. 
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PROGRAMIMING PRICES 


CHILDREN’S PRICES GUIDE 


NORTH AMERICA 


United States 
Network 

Pay Cable 
Basic cable 
Canada 
Network 
Cable 


Pre-sale 


5,000 — 150,000 
10,000 — 80,000 
15,000 — 80,000 


10,000 — 30,000 


8,000 — 20,000 


Acquisition 


5,000 — 100,000 
5,000 — 50,000 
5,000 — 50,000 


3,000 — 10,000 


2,000 — 5,000 


MAJOR EUROPEAN TERRITORIES 


Austria 
Benelux 
Free-to-air 
Pay TV 
Denmark 
Finland 
France 
Free-to-air 
Cable 
Germany 
Free-to-air 
Pay TV 
Italy 
Free-to-air 
Pay TV 
Ireland 
Norway 
Portugal 
Pan Scandinavia 
Free-to-air 
Pay TV 
Spain 
Free-to-air 
Pay TV 
UK 
Free-to-air 
Pay TV 


Pre-sale 


10,000 — 50,000 


5,000 — 7,000 


10,000 — 30,000 


5,000 — 7,000 


10,000 


5,000 — 10,000 


2,500 


3,000 — 10,000 
3,000 — 5,000 


25,000 
15,000 — 25,000 
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Acquisition 
500 — 2,500 
1,000 — 2,500 
500 — 2,500 
1,500 

1,000 


10,000 — 60,000 
5,000 — 14,000 


10,000 — 40,000 
2,000 — 14,000 


10,000 — 25,000 
1,500 

1,000 — 1,500 
2,000 — 3,000 


2,000 


2,000 — 10,000 


2,000 — 2,500 


3,000 — 15,000 
1,000 — 3,500 


40,000 


5,000 — 10,000 


MAJOR ASIA PACIFIC TERRITORIES 


Australia 
Free-to-air 
Pay TV 

New Zealand 
Japan 
Free-to-air 
Pay TV 


Pre-sale 


5,000 — 50,000 
2,000 — 10,000 
5,000 


5,000 — 20,000 
2,000 — 5,000 


Acquisition 
5,000 — 20,000 
2,500 — 5,000 


1,000 


2,000 — 20,000 


CENTRAL & SOUTH AMERICA 


Argentina 
Brazil 
Mexico 


CENTRAL & EASTERN EUROPE 


Albania 
Bulgaria 
Croatia 

Czech Republic 
Hungary 
Poland 
Romania 
Russia 
Slovakia 
Slovenia 


ASIA 


China 

Hong Kong 
India 
Indonesia 
South Korea 
Malaysia 
Philippines 
Singapore 
Taiwan 
Thailand 


NOTES 


2,500 
250 — 750 
500 — 2,500 
500 — 2,000 
100 
200 
500 
250 — 1,500 
500 — 1,500 
1,000 — 2,000 
250 = 750 
250 — 1,000 
200 — 800 
200 
500 

1,000 _ 
5,000 
3,000 
2,000 — 3,000 
500 — 1,000 
750 
1,000 
750 
1,000 


All information was gathered by TBI from a cross-section of distributors familiar with each 
region. Prices quoted are all in US dollars at current exchange rates per half hour. Prices can be 
affected by a number of factors such as the sale of the programme as part of a package, the 
number of transmissions, whether it has aired first in markets where broadcast signals overspill 
(such as France and French-speaking Belgium), as well as competitive developments in each 
market (such as the launch of new TV networks). Price ranges are intended to suggest an aver- 


age, so exceptional, one-off high and low prices have been stripped out. 


For the latest in TV programming news visit TBIVISION.COM 


PROGRAMMING PRICES 


ANIMATION PRICES GUIDE 


NORTH AMERICA IMAJOR ASIA PACIFIC TERRITORIES 
Pre-sale Acquisition Pre-sale Acquisition 

United States Australia 

Network 10,000 - 100,000 5 ,000-100,000 Free-to-air 4,100 1,000-4,500 

PBS (national) 20,000 2,000-5,000 Pay-TV 1,660 830-2,500 

Pay cable 15,000-100,000 5,000-40,000 New Zealand 1,500 500 

Basic cable 25,000-100,000 5,000-40,000 

Digital cable 20,000-60,000 5,000-20,000 Japan 

Canada id Free-to-air 20,000 8,300 

Network 20,000-25,000 5,000-15,000 Pay-TV 1,600-5,000 2,000 

Cable 10,000-20,000 3,000-10,000 


MAJOR EUROPEAN TERRITORIES 


CENTRAL & SOUTH AMERICA 


Argentina 500-1,000 

Pre-sale Acquisition Brazil 1,500-4,000 
Benelux Mexico 1,500-4,000 
Free-to-air 4,000 2,000-5,000 
an 25500 40001600 CENTRAL & EASTERN EUROPE 
France 
Free-to-air 15,000-30,000 8,000-20,000 Albania 100-250 
Pay-TV 9,000-20,000 5,000-18,500 Croatia 400-800 
Germany Czech Republic 400-1,200 
Free-to-air 15,000-65,000 10,000-20,000 Hungary 500-1,500 
Pay-TV 5,000-20,000 3,000-5,000 Poland 600-1,600 
Italy Romania 300-600 
Free-to-air 25,000-30,000 10,000-20,000 Russia 500-1,500 
Pay-TV 5,000-10,000 2,000-5,000 Slovakia 600-780 
Pan Scandinavia Slovenia 600-780 
Free-to-air 8,000-17,000 5,000-17,000 
Pay-TV 1,500-5,000 1,000 - 2,000 ASIA 
Spain 
Free-to-air 8,000-10,000 4,000-10,000 China* 1,200 
Pay-TV 3,000-5,000 1,000-5,000 Hong Kong 500-700 
UK India 500-1,500 
Free-to-air 20,000-30,000 12,000-34,000 Indonesia 5,00-1,000 
Pay-TV 15,000-30,000 2,000-14,000 South Korea 1,500-3,000 
Austria - 1,000-4,000 Malaysia 900-1,000 
Denmark - 2,000-3,500 Philippines 500-1,000 
Finland - 1,600-3,000 Singapore 400-600 
Ireland - 500-1,500 Taiwan 600-1,000 
Norway - 1,500-3,000 Thailand 400-700 
Portugal - 1,000-3,000 *mostly barter 


For the latest in TV programming news visit TBIVISION.COM 
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PROGRAMIMING PRICES 


DRAMA PRICES GUIDE 


NORTH AMERICA 


MAJOR ASIA PACIFIC TERRITORIES 


United States 


Pre-sale 


Acquisition 


Network 300,000-1m = 
PBS (national) 100,000-300,000 50,000-100,000 
Pay cable 250,000-500,000 50,000-120,000 
Basic cable 100,000-500,000 15,000-100,000 
Digital cable 15,000 5,000-15,000 
Canada 

Network 35,000-75,000 5,000-65,000 
Cable 15,000-40,000 2,000-10,000 


MAJOR EUROPEAN TERRITORIES 


Pre-sale Acquisition 
Benelux 
Free-to-air 18,000 6,000-50,000 
Pay-TV = = 
France 
Free-to-air 25,000 - 150,000 20,000-100,000 
Pay-TV 5,000-30,000 3,000-15,000 
Germany 
Free-to-air 75,000 - 150,000 20,000-200,000 
Pay-TV 5,000-20,000 5,000-10,000 
Italy 
Free-to-air - 40,000-100,000 
Pay-TV = 2,000-5,000 
Scandinavia 
Free-to-air - 25-45,000 
Pay-TV = 5,000 
Spain 
Free-to-air 13,200-25,000 15,000-60,000 
Pay-TV 20,000 5,000-35,000 
UK 
Free-to-air - 20,000-120,000 
Pay-TV = 10,000-20,000 
Austria 5,000-25,000 
Greece 3,000-5,000 
Iceland 3,000-6,000 
Ireland 1,000-3,000 
Portugal 2,500 
Switzerland (Fr) 2,000-3,500 
Switzerland (Ger) 2,500-4,000 
Turkey 1,200-4,500 
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Pre-sale Acquisition 
Australia 
Free-to-air 30,000-50,000 16,000 - 50,000 
Pay-TV = 1,300 
New Zealand 5,000 - 15000 3,000 
Japan 
Free-to-air 25,000 16,000-35,000 
Pay-TV 13,300 3,000-8,000 


CENTRAL & SOUTH AMERICA 


Argentina 1,500-2,000 
Brazil 1,500-8,000 
Mexico 2,500-10,000 


CENTRAL & EASTERN EUROPE 


Albania 100-250 
Croatia 5,00-1,200 
Czech Republic 1,000-4,000 
Hungary 1,100-4,000 
Poland 1,000 - 10,000 
Romania 600-1,500 
Russia 2,500-25,000 
Slovakia 800-1,000 
Slovenia 600-1,000 
ASIA 

China* 1,000-2,500 
Hong Kong 2,000-5,000 
India 2,000-4,000 
Indonesia 1,500-5,000 
South Korea 3,000-6,000 
Malaysia 2,000-8,000 
Philippines 2,000-6000 
Singapore 900-3,000 
Taiwan 2,000-5,000 
Thailand 1,500-3,500 


For the latest in TV programming news visit TBIVISION.COM 


PROGRAMMING PRICES 


FACTUAL PRICES GUIDE 


NORTH AMERICA 

Pre-sale Acquisition 
United States 
Network - 100,000-1m 
PBS (national) 40,000-150,000 20,000-100,000 
Pay cable 100,000-150,000 30,000-200,000 
Basic cable 30,000-120,000 20,000-50,000 
Digital cable 10,000 2,500-20,000 
Canada 
Network 12,500-80,000 12,500-30,000 
Cable 25,000-40,000 2,500-10,000 


MAJOR EUROPEAN TERRITORIES 


Pre-sale Acquisition 
Benelux 
Free-to-air 10,000 - 20,000 2,600-15,000 
Pay-TV 4,000 2,000-4,000 
France 
Free-to-air 25,000-120,000 7,500-40,000 
Pay-TV 25,000-80,000 2,000-10,000 
Germany 
Free-to-air 20,000-150,000 8,000-50,000 
Pay-TV 40,000-60,000 5,000-20,000 
Italy 
Free-to-air 30,000-100,000 10,000-50,000 
Pay-TV 3,500-15,000 2,000-10,000 
Scandinavia 
Free-to-air 20,000-40,000 7,500-21,000 
Pay-TV 6,000-15,000 10,000 
Spain 
Free-to-air 10,000-25,000 1,800-13,000 
Pay-TV 18,000 4,000-12,000 
UK 
Free-to-air 15,000-200,000 2,500-150,000 
Pay-TV 20,000-50,000 6,000-20,000 
Austria 3,500-5,000 
Greece 1,500-3,000 
Iceland 380-850 
Ireland 1,000-2,000 
Portugal 1,000-5,000 
Switzerland (Fr) 2,300-3,500 
Switzerland (Ger) 2,300-3,500 
Turkey 1,000-3,000 


For the latest in TV programming news visit TBIVISION.COM 


IMAJOR ASIA PACIFIC TERRITORIES 


Pre-sale Acquisition 
Australia 
Free-to-air 4,000-35,000 3,000-20,000 
Pay-TV - 1,500-2,600 
New Zealand 6,500-10,000 2,000-4,500 
Japan 
Free-to-air 25,000-150,000 8,000-20,000 
Pay-TV 13,200-25,000 6,000-20,000 


CENTRAL & SOUTH AMERICA 


Argentina 500-3,000 
Brazil 1,000-4,500 
Mexico 1,000-3,000 


CENTRAL & EASTERN EUROPE 


Albania 100-300 
Croatia 5,00-1,100 
Czech Republic 600-1,500 
Hungary 600-2,000 
Poland 1,000-2,500 
Romania 500-1,200 
Russia 900-6,000 
Slovakia 400-800 
Slovenia 600-900 
ASIA 

China 1,000-2,000 
Hong Kong 1,250-2,500 
India 250-1,500 
Indonesia 250-1,800 
South Korea 1,000-5,200 
Malaysia 600-1,500 
Philippines 400-1,300 
Singapore 600-1,250 
Taiwan 800-1,400 
Thailand 500-1,600 
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PROGRAMIMING PRICES 


FORMATS PRICES GUIDE 


NORTH AIMERICA 


United States 
Network 

PBS (national) 
Pay cable 
Basic cable 
Digital cable 
Canada 
Network 
Cable 


Acquisition 


20,000-50,000 
5,000-50,500 
5,000-15,500 


15,000-20,000 


5,000-10,000 


MAJOR EUROPEAN TERRITORIES 


Benelux 
Free-to-air 
Pay-TV 
France 
Free-to-air 
Pay-TV 
Germany 
Free-to-air 
Pay-TV 
Italy 
Free-to-air 
Pay-TV 
Scandinavia 
Free-to-air 
Pay-TV 
Spain 
Free-to-air 
Pay-TV 
UK 
Free-to-air 
Pay-TV 
Austria 
Greece 
Iceland 
Ireland 
Portugal 
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Acquisition 


3,000-10,000 


10,000-25,000 


2,000 — 5,000 


15,000-30,000 


7,500-20,000 


3,000-10,000 


5,000-15,000 


15,000-40,000 

2,500-10,000 
2,500 — 5,500 
1,250 — 2,750 


3,250 — 6,000 


MAJOR ASIA PACIFIC TERRITORIES 


Australia 
Free-to-air 
Pay-TV 

New Zealand 
Free-to-air 
Japan 
Free-to-air 
Pay-TV 


Acquisition 


7:500 — 35,000 


3,000 — 10,000 


10,000 — 30,000 


CENTRAL & SOUTH AMERICA 


Argentina 
Brazil 
Mexico 


1,000 — 5,000 
5,000 — 15,000 
3,000 — 10,000 


CENTRAL & EASTERN EUROPE 


Albania 

Croatia 

Czech Republic 
Hungary 
Poland 
Romania 
Russia 
Slovakia 
Slovenia 


ASIA 


China* 
Hong Kong 
India 
Indonesia 
South Korea 
Malaysia 
Philippines 
Singapore 
Taiwan 
Thailand 
*mostly barter 


350 — 1,000 
2,000 — 5,000 
2,000 — 5,000 
2,000 — 5,000 

3,000 — 10,000 


1,300 - 4,500 
1,750 - 2,750 
3,000 — 6,500 
1,250 - 2,250 
1,750 — 3,500 
1,000 — 1,500 

1,750 2,250 
1,000 - 2,750 

600 — 1,500 
1,000 — 1,500 


For the latest in TV programming news visit TBIVISION.COM 
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PROGRAMIMING PRICES 


TV MOVIES PRICES GUIDE 


NORTH AMERICA 


IMAJOR ASIA PACIFIC TERRITORIES 


United States 


Pre-sale 


Acquisition 


Network 
Pay Cable 
Basic cable 
Canada 
Network 
Cable 


1- 5m 
100,000 — 1.5m 


100,000 — 1.5m 


50,000 — 250,000 


10,000 — 60,000 


50,000 — 250,000 


75,000 — 400,000 


10,000 — 150,000 


5,000 — 25,000 


MAJOR EUROPEAN TERRITORIES 


Pre-sale Acquisition 
Benelux 
Free-to-air 35,000 - 75,000 10,000 — 40,000 
Pay TV 5,000 - 25,000 5-000 - 10,000 
France 
Free-to-air 25,000 — 200,000 25,000 — 150,000 
Cable 5,000 — 200,000 5,000 — 50,000 
Germany 
Free-to-air 50,000 — 200,000 25,000 — 200,000 
Pay TV 15,000 — 30,000 
Italy 
Free-to-air 25,000 - 300,000 
Pay TV 25,000 - 50,000 


Pan Scandinavia 


Free-to-air 10,000 — 50,000 
Pay TV 10,000 — 40,000 
Spain 

Free-to-air 50,000 — 150,000 5,000 — 25,000 
Pay TV 1,000 — 10,000 
UK 

Free-to-air 10,000 - 100,000 15,000 - 150,000 
Pay TV 10,000 - 50,000 5,000 — 35,000 
Austria - 5,000 — 15,000 
Ireland 1,000 - 2,000 
Portugal 5,000 - 20,000 
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Pre-sale Acquisition 
Australia 
Free-to-air 10,000 - 50,000 
Pay TV 1,000 — 5,000 
New Zealand 5,000 - 10,000 
Japan 
Free-to-air 10,000 - 35,000 
Pay TV 5,000 - 25,000 


CENTRAL & SOUTH AIMERICA 


Argentina 5,000 - 10,000 
Brazil 10,000 - 50,000 
Mexico 5,000 - 25,000 


CENTRAL & EASTERN EUROPE 


Albania 500 
Croatia 1,000 - 5,000 
Czech Republic 1,000 — 5,000 
Hungary 1,000 — 10,000 
Poland 1,000 — 20,000 
Romania 500 — 6,000 
Russia 5,000 — 35,000 
Slovakia 2,000 
Slovenia 1,000 
ASIA 

China 1,000 - 10,000 
Hong Kong 5,000 - 15,000 
India 5,000 - 25,000 
Indonesia 2,000 - 20,000 
South Korea 1,000 
Malaysia 7,000 
Philippines 2,000 
Singapore 2,000 
Taiwan 1,000 - 10,000 
Thailand 2,500 - 10,000 


For the latest in TV programming news visit TBIVISION.COM 
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LAST WORD 


JIM PACKER 


NEW MODELS AND NEW OPPORTUNITY 
IN TV’S NEW WORLD 


inston Churchill once 


said, “To improve is to 
change... to be perfect 
is to 
often.” These 
have special relevance for content owners 


change 
words 


and distributors in a global television market- 
place that is more fragmented than ever 
before, driven by consumers who expect their 
content anytime and anywhere across a fast- 
growing array of platforms and populated by 
traditional and digital buyers coexisting in an 
ecosystem that is complex, fragile and con- 
stantly evolving. 

It is an understatement to say that our old 
ways of doing business are changing. Gone 
are the “good old days” of a show’s linear 
march from pilot to syndication, subsidised 
in large part by straightforward international 
sales to free-to-air broadcasters. 

Today’s landscape is far more complex and 
challenging. Although the established net- 
works remain unparalleled in their areas of 
expertise, like big event programming, 
they’re being joined by a wave of new and 
emerging platforms like Netflix, Amazon, 
iTunes, Hulu, Xbox and other digital players 
whose names weren't even associated with 
TV content a few years ago. 

These challenges create opportunity. 
Digital buyers not only create competition for 
our content in markets where little or no 
competition previously existed, like the UK 
and Latin America, but they extend and 
expand the revenue streams for shows like 
Mad Men and Weeds that have been on the 
air for years. Just as importantly, these new 
digital platforms play to the strengths of 
innovators. Our company has relied on dis- 
ruptive technologies and business models to 
grow throughout our 15-year history, and 
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change is part of our DNA. 

The challenge for us and the other distrib- 
utors and producers who created original 
programming that helped emerging cable 
networks like USA, Showtime, AMC and FX 
establish their brands is to do the same for 
the digital platforms competing for the time 
and attention of fickle audiences in a world of 
abundant choice. 

These platforms are all trying to carve out 
distinct identities that will engage and retain 
their audiences. High-end, well-produced, 
original programming across all genres, 
from drama to reality to comedy, can lift a 
platform to the next level and define its 
brand. We’ve partnered with Netflix on a new 
series that will launch this summer, Orange 
is the New Black, produced by Weeds creator 
Jenji Kohan. It represents a new production 
and distribution model for us in which the 
entire season will be produced before the 
series even launches. 

We’re customising our approach to fit 
brand new consumption patterns since 
Netflix subscribers can either stream the 
show episode by episode or watch the full 
season in one sitting. But new models like 
“binge viewing” also pose interesting new 
questions, like how to keep the show fresh 
and audiences engaged for 12 months until 
the second season debuts without the ele- 
ment of anticipation and the usual weekly 
water cooler discussion. Our marketing 
strategies certainly won't be built around a 
cliffhanger season finale. 

Structuring the right partnerships for 
shows involves building a coalition of the 
willing that embraces traditional and digital 
partners alike. We’re partnered with ABC on 
Nashville in the US, a show that earned two 
Golden Globe nominations in its debut sea- 


son and we’re partnered with iTunes in 
France to capitalise on the musical populari- 
ty of breakout star Hayden Panettiere. 

The musical component of Nashville is a 
critical ingredient of its long-term success, 
and its songs have already achieved nearly 
1.5 million downloads in the show’s first few 
months on the air. It made sense for us to 
partner with iTunes in France. In other terri- 
tories, we’ve sold the show to a broad spec- 
trum of free to air, pay TV and other broad- 
cast partners. The challenge is to place the 
right show with the right partner in each 
country, and the matrix of sales models is 
becoming more complex all the time. 

Discussions of traditional v. digital, SVOD 
v. linear and broadcast v. cable inevitably 
miss the point. We cannot look at the world 
in “either/or” terms. The challenge — and the 
opportunity — is to build win/win partner- 
ships that marshal the unique strengths and 
resources of traditional and digital partners 
alike to navigate an increasingly complex 
environment and monetise content. The 
good news is that the demand for content 
worldwide is increasing, the number of plat- 
forms is expanding and the quality of the 
programming we’re all delivering is better 
than ever. 

Creating new business models is hard. 
Forging new partnerships and alliances is 
challenging. Giving up old ways of doing 
business can be downright scary. But the 
international television business has never 
been one for the fainthearted. 

There is an ancient Chinese proverb that 
says, “There are many paths up the moun- 
tain, but the view at the top will be the 
same.” I believe that, if we choose our paths 
wisely, our view can actually be better than 
ever. TBI 


For the latest in TV programming news visit TBIVISION.COM 


Reina en audiencia 
Queen of theaudience 


Isabel, ta serie lider en prime time, convierte en reina dela programacion a TVE, 
la productora y distribuidora mas importante de su mercado, con unamplio 
catalogo de programas y la cadena referencia en espanol: TVE Internacional. 


Isabel, leader in prime time, makes TVE a programming Queen, being the most 
important producer and distributer in its market, with a large catalog of programs 
and the reference channel in Spanish: TVE International. 


Visitanos en MIPTV / Visit us at MIPTV 
Stand R36.07 


VENTA DE PROGRAMAS / PROGRAMMES SALES 
ve email: venta.contenidos@rtve.es 
VENTA DE CANALES / CHANNELS SALES 


WWW.COMERCIAL.RTVE.ES/ email: comercial.canales@rtve.es 


KANAL D 


